








NEW, /ow-cost message repeater 
DELIVERS YOUR RECORDED 
SALES MESSAGE 


“K POPA ... for point of purchase advertising ... 
is the brand new low cost message repeater. It delivers 
nd a minimum message of 714 seconds, a maximum message 


_—— DISPLAYS 4 of 60 seconds. 
~_— 





gil me , ie 


ta Delivers from One to Eight Messages... 
ume % On a Single Tape 
5Vighipment 7 POPA’s unique “‘on-off’’ device permits sequential re- 
a ae peating of up to eight different 714 second messages .. . or 
7 any combination that totals 60 seconds. 


It’s Easy To Change Messages 

Tapes can be cut on a standard home tape recorder and 
your regular store personnel can change them in seconds. 
We also maintain a recording service and can supply your 
recorded tapes at minimum cost. POPA runs on 115 V 


ev 2 
Te nee "i current. 
> 
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T Fully Transistorized, Has No Tubes 
HIGHLIGHT SPECIAL FEATURES 


A a LTD Sa POPA Can Be Operated By 

Coin Slot Trigger . . . delivers the message when coins are 
dropped in a vending machine; Body Proximity . . . pres- 
ence of a person within four feet starts the message; Floor 
Mat. . . foot traffic actuates POPA; Photo Electric Eye. 


For complete details, write Dept. W-1 
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INTRODUCE NEW PRODUCTS 
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ys un Distributorships now available 
MAUL SHOW Pe be sue ON | | See us at the POPAI Show: Booth No. 404 
. Tm ptnstated : = R 
sini > prrrenin een winston associates 
? 512 Bulkley Building ©@ Cleveland 15, Ohio 
TRADE SHOW EXHIBITS 
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LETTERS AVAILABLE IN 3 SIZES No. 15514 4-in. high 
Single letter each.$ .38 | .50 
(Complete Font 
WHITE GOLD 230 L nits 68.50 

No. 1568 8-in. high 

Single letter eC: : aie in WHITE GOLD 
( omplete Font No 156; 2 .n. high neers 
230 L nite PAR 
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Exciting, beautiful new Americana letter, 6 in. high, 34 in. deep 
NO. 5390 WHITE 60c each NO. 5391 GOLD PLATED 95c each 
$97.9 50 half font (115 characters) $87 50 half font (115 characters) 
omplete font (230 characters) $167.50 complete font (230 characters) 
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2 size 


NO. 15942 IN. HIGH WHITE GOLD NO. 1595 5 IN. HIGH WHITE GOLD 
Single letter ea 38 44 Single letter ea 67 13 
Half font (115 units) $37.56 Half font (115 units) $52.75 
Complete font (230 units).. $68.50 Complete font (230 units).. $98.50 











New delicate 
designed 
script letter. 


NO. 5392 WHITE 35c ea me [Omexi Keciel@en Je DOa08 Kin-r 
Half font(115 characters) $32.50 Half font (115 characters) $40.50 


Complete font (230 characters) Complete font (230 characters) 
242 in. high $59 75 $77.50 








PLASTIC LETTERS ARE EASY TO USE...WITH DECOR-STIK...Here’s How a on ae DEEP FORMED 


f~ mt ew t 
he fon A ea tages LR (CDE os ‘SC rt | 10 IN. PLASTIC LETTERS 


er or metal, simply by using Decor- = 

alg ay tng Ap tee a \ D No. 1929 White 10” high 
ee use easily obtainable household _) mm 

Take N ity of Decor-Stik, abou : a $2.25 

e a small quantity o or-Siik, about \ _ aes ‘ \ a 
size of small marble. Place this in each corner Y o @ f bY Y , A 
of the plastic letter and work firmly into place. : is " pene a No. 1930 Gold Plated 
Work plug of Decor-Stik into a point so it will ; " $2 95 Fa 
have maximum adhering quality to wall. Place e e 
letter firmly into ition. A few letters such as ‘ A 
‘our plugs. Avoid using too 


k as it will squeeze out past 
ter. 
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For certa { surf df 
BaP ly ty ip w.c. STENSGAARD 
dice « anal eal wert inte te oensng : Z 
i ead to stick out a “ee 
%" Press tener | into position with the com- a AN D ASSOCIATES INC. 
at, a head of nail or : 


tack. 


—DECOR-STIK. 3 Pound Tube 346 N. Justine Street - Chicago 7, iil. 
ly for complete font of letters) $2.25 ESTABLISHED 1931 a 
Specialists in Merchandise Presentation « Demonstration + Displays « Exhibits 
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In this issue 


Display and the Retail Revolution (Part One) 
First part of series covers milestones of retailing history that have established a 
pattern of customer preference—She wants to shop when, where and how she wants 
to shop! 

Simplicity Dominates New York Displays 

Solving the Lighting Mystery 
We question Mark M. Wohlwerth, Amplex Corporation, on problems of display 
lighting, This article will continue in the next issue. 


By Richard Day 

By Dick Jachim 

By Jan Ujlaki 

Jean Cocteau/Jean James . .. Concepts in Common 
You'll admire the talent of this young displayman of Cambrai, France. 

Modern Store Planning By Jim Kiley 
Architect and store planner combine talents to design garden center. Don't be 
surprised if you find some applications to your own problems. 


NADI Newsgram By Gabriel M. Valenti 
Those Wonderful Years Ahead 

Lanvin and Higbee’s collaborate upon storewide bridal promotion. 
Better Furniture Display Starts with Manufacturers 


Are furniture manufacturers beginning to appreciate the value of better display in 
their own showrooms as well as their customers’? 


Display ... Your Most Important Advertising Medium 


Variety in Chicago Displays 


In and Around San Francisco 
Projections 


By Lee Greenwell 

Writer poses several challenging questions to the designer of point-of-purchase displays. 
Collaboration By Dick Jachim 

Farmers Market loans props to Broadway stores in return for valuable display publicity. 
‘Editorial’ Format at Whitehouse & Hardy 

Success/ul men’s wear displays based upon banner headline, attention-getting prop 

and tastefully arranged and rigged merchandise. 
Man and Communications ... U.S. Exhibit at Italia *61 

American design firm explains problems of working with non-standard-size materials 

and foreign workers in erecting two-floor exhibition at Italian Trade Exposition. 
Famous Barr and the Fine Arts Ball By Clara Baldwin 


St. Louis department store contributes time, talent and materials to decorations for 
annual fund-raising dance. 


The Retailer Speaks 
Along Avenves and Aisles 


By G. D. Thomson 


By Norman F. Sansom 
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THE COVER 


Nestled in the Panorama City of the 
San Fernando Valley of California, the 
Broadway’s store has a main window 40 
feet long. This permits Sy Krockover, 
display manager, to create many spec- 
taculars, as this photo of a swimwear 
promotion readily attests. The cabana 
is 24 feet long and is made of hot pink 
felt with an orange, pink and white felt 
starburst centering it. The merchan- 
dise is in tones of orange and pinks. 
Just the colors to warm us as the cold 
winter approaches. 


OUR NEXT ISSUE 


Our December issue, in the mails 
November 20, will be the last issue you 
will receive prior to Spring Market 
Week at New York City, December 10- 
14. We'll try and give you the best 
possible editorial preview of what to 
look for at the show. There will be 
plenty of emphasis upon Spring dis- 
plays in addition to continuation of sev- 
eral series of articles beginning in this 
current issue. 


SUBSCRIPTION RATES 


Published monthly at $5.00 a year for the United 
States and Canada. To foreign countries, $6.00 a 
year. Canadian and foreign orders payable in 
U.S. funds by International money order or New 
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Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 





Now that stores have discovered the wildly expanding market of the Pre-Teens, our Mary Brosnan is perfecting a superb group 
of sculptures of the little girls who like to look grown up. Mary's 11- and 12-year-olds, the Junior High set, sport a budding bust 
line, spend hours on the phone, do their hair like Mama's, love to be thought sophisticated. See them now “‘in the flesh”’ at 
Display. Headquarters, where the world’s best mannequins forgather. D. G. WILLIAMS INC., Ralph W. Adler, president, 498 
Seventh Avenue, New York 18 - Mary Brosnan Mannequins, Town & Country mannequins, Patina forms, Lumilite displayers, 
imaginative novelties. 








CL 


ASSIFICATIONS 


Womens Dresses 
Women's Blouses, Sweat- 
ers Sportswear 
Women's Coats, Suits 


ate 


. Bridal Displays 
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Lingerie 

Foundation Garments 
Women's $hoes 
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Beach Weak 

Women's Epening Weor 
Mother's Dpy Displays 
Children's pnd Infants 
a tela » 


. Teenage Apparel 


Men's Clothing 

Mens Shirts Neckwear 
Men's Hats* 

Men's Shoa) 

Men's Robws, Pajamas, 
Underwear — 

Men's Evening Weor 
Men's Spornswear, Bath- 
ng Suits 

Father's Dyy Displays 
Yard Goork Curtains, 
Draperies 

Notions ! 
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Paints Wal paper 


. Jewely, Watches 
. China, Glay swore, Silver- 


ware 


. Toys 


Luggage 

Sportingo Gyods 

Musica! Insgruments 
Phonegrapks, Records 
Radios, Television Sets 
Ofrice Equjpment, Sup- 
pies 

Books, Greeting Cards 
Stationery 

Drugs 


. Groceries 


Candy, Nuts 

Liquor, Bottled Goods 
Hardware, Garden Sup- 
plies : 


. Auto Showrooms 


Major Appliances 


. Minor Appliances 


Utility Service 
Bank, Savings Institution 
Photographic Equipment 


. Travel Disploys 


Exhibit Booths 
Floats 
Spring-Easter Promotions 


. Sf¥le Show Settings 


Civic taahithitehtel 


. Thanksgiving, Independ- 


ence Day Displays 
Special Event Promotions 


Christmas Institutional 


|. Christmas Merchandise 
). Christmas Interior 


3. Christmas Exterior 


National Advertiser's 
Display: Units 


Miscellaneous 


1 The 1961 International 


DISPLAY GONTEST © 


DISPLAY WORLD's [3th International 
Display Contest is now underway. Its 
210 awards in 65 merchandise and serv- 
ice categories will continue to provide 
an incentive to still better display 
throughout the world and to reward 
outstanding displaymen with tangible 
evidence of their ability. This recogni- 
tion of meritorious work will benefit the 
entire profession, and DISPLAY 
WORLD views it as one of our 
obligations to the field we serve. 


All displaymen are invited to partici- 
pate. There are no restrictions. Top 
awards are beautiful gold, silver and 
bronze plaques, and there are gold, sil- 
ver and bronze medals presented in each 
category. In addition, a gold medal is 
awarded each month for the best dis- 
play entered in the contest during that 
month. 


No strings are attached! No entry blanks! No slogan- 
writing! Nothing is required but good displays. Read 
the rules carefully and get your entries started today 
... and keep them coming. The more entries submitted, 
the better your chances for international recognition. 





. Any displayman in the world may enter this con- 


test; it is mot necessary to be a subscriber to 
DISPLAY WORLD. 


. All entries must be of displays installed during 


the year 1961, except those 1960 displays received 
after the December 31, 1960, deadline. 


. Entry is by means of one or more unmounted 


black-and-white glossy photographs, preferably 8 
x 10 inches in size. As many entries may be made 
as desired. No entries will be returned. 


. Each photograph must be clearly marked on the 


back with the name of the entrant, store, city, and 
contest classification: Example: “John Jones, Dex- 
ter & Sons, Kansas City, Mo. Classification No. 46.” 


. All entries become the property of DISPLAY 


ORLD 


. All entries must be sent to Contest Editor, DISPLAY 


WORLD, Cincinnati 1 


. Entries may be submitted at any time. All entries 


received during a given month will be judged for 
the monthly gold medal award for the “Display of 
the Month.” All entries must be received not later 





than December 31, 1961. Entries received after this 
date will be entered automatically in the 1962 
contest. 


. The entry judged best in its classification will re- 


ceive 3 points and a gold medal; second best, 2 
points and a silver medal; third best, 1 point and 
a bronze medal. The entrant who receives the 
greatest number of points will be awarded a gold 
plaque, suitably engraved; the one receiving the 
second greatest total number of points will receive 
a silver plaque; the third greatest total number of 
points, a bronze plaque. 


. Each photograph entered will be eligible for only 


one classification. 


. Judging for the annual awards will be done by an 


outstanding board of well-known display authori- 
ties. Their decisions will be final. 


. Judging for the monthly “Display of the Month” 


gold medal award will be done by the editorial 
staff of DISPLAY WORLD. Their decision will be 


final. 
. In case of a tie, duplicate awards will be made. 





DISPLAY WORLD 


[The International Display Authority) 


Mail Your Entries to Contest Editor 
) CINCINNATI 1, OHIO 


DISPLAY WORLD 





ieee EXCITING NEW 


SCULPTUREBOARD 


FOR DISPLAYS - DIVIDERS 
BACKGROUNDS - PARTITIONS 


FOR DEPARTMENTAL DIVIDERS — 
a refreshing change from lattices. 


FOR WINDOW BACKGROUNDS — 
to set-off the window display, without blocking out 
the interior. 
FOR MERCHANDISE DISPLAYS — 
an eye-appealing, sales-stimulating background on 
which many types of merchandise can be displayed. 
FOR SIGN BACKGROUNDS — 
to enhance the impact of your showcards. 


FOR EXTERIORS — 
attractive sun screens, parking lot enclosures. 


Sculptureboard is now available in blond-tone Lebanite 

PL-90 Hardboard, with the highest internal bond strength 

of any hardboard manufactured today. | . | 

For patterns, price lists, and other information, contact: \- LEE FINK ASSOCIATES re ea 


NATIONAL MARKETERS & MERCHANDISERS Long Beach 6, Calif. 
- ee aie Phone GArfield 6-1393 





See Sculptureboard Exhibit at the National Retail Lumber Dealers exposition in 
Chicago, Nov. 4-7, McCormick Place Exhibit Hall (Booth 903) 





MODEL M.-«-1448 (srown teow 
PRINTS ALL SIZES UP TO 14" x 48" 


FEATURING — “MAGNETIC” TYPE LOCK-UP 
GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


PATENTS APPLIED FOR 


A A ARR ~~ OO A AO OA ol Nn oN i a 6 





7 ger Away From it All / 


MODEL '"'M"—Using regular printers’ ; Pock Your Duds---Get Set For 
metal and wood type. S » Vacats 
MODEL "B"—Using rubber type. Aw PPS % 


: ee GOOD LUGGAGE 
© BOTH MODELS MADE IN 3 SIZES | 000 1 
@ COMPLETE UNITS FROM $158 UP : rinses 


e MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 











FOR DETAILS WRITE 


THE SIGNPRESS CO. 
BOX K-146 ADRIAN, MICH. 











New, Enlarged DISPLAY WORLD Binder 
© Easily holds 12 copies © Keeps copies clean @ Handy for reference 


Exchange regulations permit the acceptance $3.00 each postpaid 
of orders for the UNITED STATES ONLY. DISPLAY WORLD, Cincinnati 1. Ohio 
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During NADI Market Week 
An Added Attraction! 


A PHOTO CONTEST 


OF DISPLAYS 


SUBMITTED AND JUDGED 
BY DISPLAYMEN 


FIRST PRIZE 
Second Prize 
Third Prize 
Fourth to 
Tenth Prizes 


EASY TO ENTER! 


1. Any Displayman representing a retail | 


establishment (public utilities included) lo- 
cated on the North American continent is 
eligible to enter. 

2. Simply select photographs of two 196I 
Spring or Summer Display windows, exteriors 
or interiors, identify the photos and mail them 
in cardboard reinforced envelopes to the 
NATIONAL ASSOCIATION OF DISPLAY 
INDUSTRIES, HOTEL GOVERNOR CLIN- 
TON, NEW YORK I, NY. 


3. Photographs should be 8 x 10 inches. 
Photos that do not approximate this size will 
be disqualified. Photos must be black and 
white glossy prints and unmounted. On 
back of photo show name of entrant, store, 
city and state. 

4. No photographs will be returned unless 
the sender encloses a stamped, self-addressed 
envelope, photo size. Deadline for receiving 
entries will be Nov. 30, 1961 (Postmarked). 
5. Two photographs may be submitted by 
each entrant. No entrant can win more than 
one prize. In case of a tie, a drawing will be 
made to select the winner. Only one entrant 
per store or per store branch in another city 
permitted. 

6. Entrants need not be present during Mar- 
ket Week to participate. 

7. Photographs will be on view at the New 
York Trade Show Building during Dec. 10-12 
of Market Week. Photographs will be num- 
bered and the number, which will appear on 
the face of the photograph, will serve as 
identification for voting purposes. Store 
names appearing on photographs may be 
blocked out, at the discretion of the spon- 
sors, to provide the greatest possible ob- 
jectivity in the vote casting. 

8. Votes will be cast by white badge regis- 
trants, namely, displaymen, free lancers and 
retailers, visiting our photo gallery during 
Sunday, Monday and Tuesday of Market 
Week. Winners, ten in all, will be announced 
Wednesday, December 13th. 


SEND PHOTOS NOW! 


Plan Now to Attend 
Spring Market Week 
DECEMBER 10-14 
NEW YORK TRADE SHOW BLDG. 


Executive Offices: 


NATIONAL ASSOCIATION OF 
DISPLAY INDUSTRIES 
Hotel Governor Clinton, New York |, N. Y. 






































The Bliss SEELINGRILL revolutionizes all con- 
cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 


See ee 228 e282 4228482868628 86° 64 84 @ 





The Bliss STO-WAY Grill has been de- : 
signed to give maximum variety and 
speed of trimming in the minimum space. 


Practically every branch store built within the last five 


years has been equipped with the Bliss SEELINGRILL. 


Please write for complete information. 


BLISS DISPLAY CORPORATION 


37-21 32nd STREET fe LONG ISLAND CITY 1, NEW YORK 
EXeter 2-3890 
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Editors Comment 


Although a “wait and see" attitude would certainly be justifier, 
it would seem that, on the surface, national furniture manufacturers 
are becoming more interested in how their products are displayed--not 
only in the retail stores but in their own showrooms. 


This was first indicated several months ago when Clark B. Kelsey, 
editor of Chicago Market Daily, invited me to judge the showroom 
displays of Chicago's Furniture Mart during its June market. (Photos 
of the winners are shown elsewhere in this issue.) In recent issues of 
his publications as well as others in the furniture retail and manu- 
facturing fields, display has been receiving increasing attention. 


The latest in experiences re-emphasizing this interest was a panel 
I moderated at the recent convention of the National Association of 
Furniture Manufacturers on the subject "Making the Most of Your Market 
Space." (An article on this appears elsewhere. ) 


It can be safely asserted that during the three-hour session many 
original and challenging display ideas and concepts were presented 
advancing the improvement of the appearance and sales effectiveness of 
furniture showrooms. Whether or not the program will instill action 
among the standing-room-only attendance awaits to be seen. 


It would seem that other associations and publications serving 
specific groups of manufacturers or retailers would be interested in 
having similar programs at their markets and conventions. Perhaps this 
is an area in which the National Association of Display Industries can 
offer assistance and encouragement. 


Granted that such programs are not directed to an audience of 
displaymen, but to department managers, buyers and other store execu- 
tives. But this is the group upon which we want to impress the value 
of better display. If we haven't impressed displaymen of its value 
by now, we might as well give up! 


"The Challenge of Change" is the theme of the National Retail 
Merchants Association's convention in January and we're glad to see 
one important addition to the agenda. At 9:50 o'clock Thursday morning, 
January 11, will be the first full-length session devoted to display 
in several years. 


Title of the meeting, under the auspices of the Visual Merchan- 
dising Group of the Sales Promotion Division, is "Recent Developments 
in Display." The preliminary outline received here says that the 
session will take a long look at the future, with emphasis on the way 
that self-selection is affecting the craft. Plan now to attend. 


In answer to the problem of training and retention of display 
personnel raised in this column a few months back, Fabian Englander, 
a distributive education teacher of display and allied subjects at 
Upper Nyack (N.Y.) High School and in charge of publicity for the 
National Association of Distributive Education Teachers, presents a 
partial solution. It is not entirely news to a number of display 
directors, but will be to some. (Please turn to page 59) 





Part One 





and the Retailing Revolution 


The first part of this continuing series pre- 
sents a brief background of retail merchan- 
dising from Adam’s first self-service sale to 
the present rise in discount department 
store operations. Later articles will deal 
specifically with the role of display in 
future retailing and will attempt to provide 
practical solutions to the many problems 
that the future may hold. We are indebted 
to National Cash Register Company for 
permitting us to publish many materials re- 
searched by them at considerable expense. 


EB ARLY in June, Morton D. May, president of May Department 
Stores Co., operating department stores presently in 11 metro- 
politan areas and planning others, outlined his firm’s definition 
of the “store of the future.” 

He announced that: 

e All basement stores will be converted to self-service with 
check-out lanes. 

@ Upper floors will be adapted likewise to self-service with 
check-out on a broad basis, and “whenever it will add to shopper’s 
convenience.” Among the first to be changed to self-service will 
be appliances, electric housewares, drugs, records, toys books and 
sporting goods. 

@ Personal selling and service will be intensified in fashion and 
remaining departments. 

e Stores, particularly branches, will be open more nights to 
suit customers’ preference and to provide for family “together- 
ness” shopping. 

e New stores ranging from 150,000 to 200,000 square feet will 
also embody these principles: One-part self-service with check- 
out, one-part personal selling of style and fashion merchandise. 


IRA M. HAYES, head of National Cash Register’s 
Retail Methods Department, is shown conducting one of 
the seminars for retail executives entitled “Today’s 
Revolution in Retail Merchandising.” This entertaining 
and highly enlightening program will be given before 
delegates to the National Retail Merchants Association 
at its January convention. It will be an all-day session 
on Tuesday, January 9. It is presently being conducted 
monthly at the firm’s Dayton, Ohio, headquarters. 
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At the same time, Mr. May made the announcement that 40 
top executives of the store had just returned from attending a 
seminar on “Today’s Revolution in Retail Merchandising” at 
Dayton, Ohio, headquarters of the National Cash Register Co. 
He said that 40 more store executives would undergo the same 
course the next month. 

National Cash Register had been discussing basically the same 
concepts in its seminar for at least two months prior, and, in 
April, had presented the seminar to executives of Associated 
Merchandising Corp. at White Sulphur Springs, W. Va. 

A year or so prior to the inauguration of this series of monthly 
seminars for store executives, NCR initiated a study of the dis- 
count department store, which had made spectacular growth from 
1955 to 1960 (At least 315 stores were selling more than a billion 
dollars in merchandise annually by December, 1959.). 

Personal visits were made by NCR representatives to more than 
100 of the 315 stores to discuss problems of control, operations and 
store layout, to find out how the discount department store 
operator was solving these problems. 

Sketches were made of over 65 discount department stores to 
determine favored locations of merchandise departments on the 
selling floor. It was found that some merchandise lines have a 
definite pull on store trafic. Others were found to have no such 
pull and to be only successful when located in a constantly flowing 
stream of shoppers. 

The survey results indicated that check-outs also have a 
marked effect on store traffic. When ready to leave the store 
customers move toward the check-outs. Therefore, it was easy 
for NCR analysts to conceive that improperly located check-outs 
would have an adverse effect upon departments requiring good 
traffic locations. 

Later in this series of articles we will present descriptions and 
drawings of three composite stores, showing check-outs and store 
departments in suggested locations. It will be seen that the dis- 
count department store has developed a powerful selling factor in 
his method of arranging merchandise departments on his floor. 
Many ideas can be adapted by department stores considering re- 
arrangement of floors or departments to self-service with check-out. 

But before we develop the subject of store planning and layout 
as it affects display, let’s turn back the pages of retailing history 
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and see how and why such revolutionary changes are evident. 
What are the indications that the “store of the future” as being 
initiated by May Co. and hundreds of other independent and chain 
stores in recent months is in the right direction? 

Permission has been granted by National Cash Register to 
present some of the highlights of the lectures given by Ira M. 
Hayes, head of NCR’s Retail Methods Department, during the 
seminars conducted for store executives these past several months, 
and as scheduled for the January convention of the National 
Retail Merchants Association. This background information is 
invaluable to displaymen who will be called upon to implement 
the changes once top management has been convinced of their merits. 


TODAY’S REVOLUTION IN RETAIL MERCHANDISING 


Today, the standard of living in the United States is the 
highest it has ever been in the history of civilization. Approxi- 
mately 500 billion dollars worth of consumer goods and services 
changes hands each year. How are we going to sustain this 
tremendous distribution during the coming years? A new child 
born every seven seconds; U. S. population estimated at 230 
million by 1975. Babies born during 1961 will have used one 
billion pairs of shoes and 63 million suits and dresses within 
their lifespan. There'll be 125 million autos on the roads by 1975. 

The answer is actually a survival course in today’s gigantic 
upheaval in retail business, the history of which might be traced 
back to Adam and his apple — the first sale by self-service. 

The first recorded history of retailing began with the market 
place. It provided a convenient place to meet, very crude trans- 
portation, open displays; customers could see, feel, pick up the 
merchandise; customers could circulate freely; overhead was low. 

Then came the small town and the general store characterized 
by friendliness; the owner knew everyone; no showcases; articles 
were on open display; customers largely served themselves; it was 
a one-stop shopping experience and it was full of the fun and 
excitement of Saturday night. 

As towns grew, neighborliness diminished; pilferage and 
soilage became a problem; counters and showcases appeared; 
sales were now made by clerk to customer. The introduction of 
counters and showcases was a decision of the merchant — not the 
customer. The merchant decided: “Showcases are good places to 
keep merchandise.” 

Towns grew into cities with streets lined with specialty stores, 
each selling meat, vegetables, hardware, women’s clothing, men’s 
clothing, etc. The city was the hub of transportation with many 
small stores and businesses. Retailers were first confronted with 
peak periods, competition, rising expenses, shrinking profits. 
America began to grow and the automobile only added to the 
downtown parking problem already common with the horse and 
bugg3 
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ONE OF THE MOST SUCCESSFUL of 
supermarket displays is the island of stacks 
of merchandise surmounted by an atten- 
tion-getting display mounted high above 
the stacks and visible for some distance. 
Could this type of display be adapted to 
non-foods by self-service department stores? 
Sales produced by this display-merchandis- 
ing unit for Corning Ware indicate trends 
in this direction. Notice the cardboard 
packages, complete with handle, under the 
stand upon which the units are displayed. 
It is a simple matter for the customer to 
examine the merchandise on open display 
and select the correct package from below. 
This display was developed for mass pro- 
duction by Arrow Display Associates of 
Philadelphia. 


On June 21, 1879, Frank Woolworth opened his small “depart- 
ment” store (14 by 35 feet) carrying many different low cost 
items. 

His first day he took in $127.65 — five cents at a time. 

In 1900 individual merchants began to join together to form 
the basis for the department store as we know it today. 

Clarence Saunders organized his first Piggly Wiggly self- 
service supermarket in 1916 with a turnstile in the check-out lane. 
It was founded on the assumption that the customer begins 
shopping the moment she enters the store’s front door and she 
will do her shopping when, where and how she wants to. 

Established retailers ridiculed the supermarkets: “Their barns 
are for horses, not for customers!” “They are in the wrong 
locations!” “Their fixtures are all wrong!” “Customers like to be 
served!” “Low prices will ruin them!” “They are a passing 
thing!” “Customers like a serious business” “They won't buy 
in carnivals!” 

Mrs. America proved them wrong, thus establishing two new 
retailing principles: Unless impeded by the store arrangement or 
other factors, self-service is more or less a natural instinct; and 
any method of distribution which is better adapted to existing 
conditions will tend to displace older methods. As a result, about 
99 per cent of foods in the U. S. is now purchased by self-service. 

Also completed was the formula for the movement of tre- 
mendous volumes of merchandise during the coming population 
and economic explosion, all developed from the retailing phil- 
osophy of Clarence Saunders and his supermarket of 1916: 
Dramatic prices. Masses of merchandise. Self-service with check- 
out. Make it a carnival. 

But this wasn’t the end of the evolution of retailing. As the 
cities grew and methods of transportation were improved, neigh- 
borhood businesses fluorished. Cities expanded away from the 
downtown congestion. New modern stores were built to handle 
thousands of new products. Personal income was on the rise 
to the crest of prosperity. 

And then World War II ended and a new form of retailing 
emerged — the shopping center. Stores followed the move to 
suburbia by their customers and they grouped together sur- 
rounded by abundant parking space. They promoted “come as 
you are” family shopping; they extended “open” hours. 

But they had their problems, too: Stores were too small; 
limited stocks; no room for expansion; competition from other 
centers. In 1960, 900 new shopping centers opened, bringing the 
total to about 4,500 in operation. They gross nearly $50 billion a 
year in sales. 

It was in the early 50s that the so-called discount concept of 
retailing emerged in the Eastern part of the country where owners 
of New England clothing mills decided to use excess warehouse 
space or abandoned mill buildings to sell soft goods to the public. 
Merchandise was generally mill-end and/or close-out goods, some 
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carrying labels of best known apparel manufacturers. Prices 
were considerably less than list. The resultant high volume 
coupled with low overhead costs made the ventures highly 
profitable. They branched out into cosmetics, hard goods and 
even some food items. And they were copied. 

Three basic types of discounter came into being: The Low 
Margin Operator, the Promotional Operator and the Closed-Door 
Operator. 

The Low Margin Operator, once all the old buildings were 
used up, designed new buildings, experimented with the location of 
doors and merchandise aisles for maximum efficiency in the use 
of the floor area. He strove for better presentation of merchan- 
dise, for the best use of self-service principles and for the reduc- 
tion in the number of cashiers and other personnel. 

The Promotional Operators, usually not experienced merchants, 
added to the proven volume-getting concept of mass retailing at 
low prices a new promotional twist — dramatic price cutting. 
Instead of adhering strictly to the flat low markup policy of the 
New England mill stores, they adopted a policy of promoting 
many items near or at cost, creating an impression of even 
greater values for the customer. 

On the West coast, another development was taking place. 
Other groups of promoters, again generally not merchants, were 
opening stores based on the image of the post exchanges con- 
ducted by the various services. They sold membership cards to 
selected groups of people, such as government employees, mem- 
bers of the armed forces, members of unions or other groups, and 
restricted sales and beamed their advertising only to these cus- 
tomers. This promoter became the Closed-Door Operator. 

The story from there is best told by J. Gordon Dakins, execu- 
tive vice-president of the National Retail Merchants Association, 
in the following excerpts from a recent article in Stores magazine, 


THE BOSTON STORE, Milwaukee, has been one of the 
pioneers of self-service merchandising by a traditional 
department store. Its new Point Loomis store is entirely 
self-service with check-out lanes. This suburban outlet 
has been quite successful, reports Display Director Leon- 
ard Overby, over display for the downtown store as well 
as the two branches. The basement store downtown is 
also a modified self-service. The photos here show two 
views of the check-out lanes—-the top photo looking 
towards the front doorway and the other towards the store 
interior. Notice the Christmas decorative unit on the 
column in bottom photo and the absence of conventional 
ledge displays. 
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WHAT ARE YOUR IDEAS ON THE 
FUTURE OF DISPLAY IN YOUR STORE? 
What changes in display concepts do you 
foresee? What new types of display fixtures, 
props, signs, figures and other materials will 
you be looking for? What have been your 
experiences with display in present self- 
service departments? What will be your role 
as displayman in the store of the future? 
Answers to these questions are important to 
your future. Help us to find the answers by 
sending DISPLAY WORLD your comments. 
We will incorporate your remarks in future 
articles in this series. 
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oficial NRMA publication: 

As the discount houses were getting their foothold during the 
50s, the reaction of traditional retailers was usually not to con- 
sider them as serious competition or to meet their prices. 

The first attitude obviously was wrong. The second, more 
often than not, has backfired. Smaller retailers with full lines of 
branded items cannot meet the prices of bait advertising and 
survive. The result is that many of them, following traditional 
merchandising practices except in pricing, have often had to drop 
certain lines themselves or remain in them only on a token basis. 

Such purely defensive tactics rarely succeed against an en- 
trenched and apparently permanent competition. What then is 
the course of retailing for the future? 

Does this mean modern merchandising will become a vast 
discount operation? Will the traditional concepts of fashion 
authority, style leadership, assortment selling and all manner of 
service be relegated to a few scattered “institutions” ? 

The modern department store is too flexible, too versatile, too 
capable to let that happen. Moves toward discount operations 
by traditional retailers are no more portentous than moves toward 
traditional retailing by the discount operators, From the two 
extremes will emerge a synthesis which will let the customer 
have her cake and eat it, too — as she always will in a freely 
competitive society. She will find the services and fashion 
authority in the areas she wants them; she will find the self- 
service and discounts in the areas she wants them. 

In conclusion, Mr. Dakins states: 

The revolution in merchandising continues without end. We 
are likely to emerge from the 60s with merchandising concepts 
and techniques far different from those of today. The survivors 
among retailers will be those who welcome the challenge of 
change and adapt themselves accordingly. 








Simplicity Dominates 


New York Displays 


(Photos courtesy of Jayrod Studios, New York City) 


EW YORK CITY displaymen weren’t overburdening their em- 
ployees or display budget for window props or backgrounds these past 
few months. With few exceptions, simple items such as fruit market 
baskets, paper cups, hammocks and other low-cost or no-cost props were 
used quite effectively. Late summer vacations and the usual sweltering 
weather unconducive to window shopping can be credited. 





BERGDORF GOODMAN, by John E. Quinn (above) — Fruit market 
baskets and a few artificial apples were the only props used in this display 
of fall suits entitled “First-Suit Signals.” The baskets were painted dull 
black, providing ample contrast for the red jacket and navy skirt. 


ARNOLD CONSTABLE, by Arno Hansel (left) — This display of 
dyed-to-match wool knits received a great deal of comment for its clever 
use of pointed paper cups. The white cups formed a panel suspended 
behind the mannequins wearing black costumes. They were standing on 
a pattern of cups, points upright. Walls and floor were black. Lighting 
on the cups and mannequins was quite effective. 





GEORG JENSEN, by Sven IIsoe (left) 
— Royal-Copenhagen porcelain figures 
and decorator items were displayed 
effectively in these triangular units of 
wood painted pearl gray. Three have 
insets of deep blue velvet; one of light 
blue. Smaller pieces are displayed on 
two clear glass shelves in each unit. 
The center of the floor is covered with 
a deep blue rug. A scroll of white 
seamless paper is hung in center area 
of background. Price cards accom- 
pany every piece of porcelain. 
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STERNS, by David Dunay (right) —A clever idea for 
displaying nursery furniture and toys was this display, 
explained amply by the large, legible card: “Time: 2012 
A.D. ... Place: A Museum... And this, Ladies and 
Gentlemen, was the nursery of the President of the 
United States.” The room is “roped off” with gold silk 
cording and the male mannequin attired as a museum 
guard. Overhead are suspended pale blue wooden hoops 
upon which pale pink or gray silk is stretched taut. 
Back wall is pale blue. 


PECK & PECK, by David Cramer and Raun James 
(right center) —“Prints and Hopsacking for the Lazy 
Life” was the title dramatized successfully in this dis- 
play. Two hammocks were hung between the frame- 
work of the white scrim-covered background. The top 
one contained a sleeping mannequin, the bottom manne- 
quin was seated. All four were in casual attitudes 
rather than overly sophisticated poses. 


B. ALTMAN, by Anton Heller (below) — Once again 
the hammock comes into play, this time in an oval 
vignette. Green plastic foliage garland strips are sus- 


pended above the very sensual mannequin lounging on 
the hammock and wearing one of the shifts in cascading 
colors being promoted under the heading: “Altman’s 
wonderful summer of new ideas!” To add further to the 
languid setting, a butterfly was poised on one of the 


three lavender pillows and on one strand of foliage. 





Part One 


Solving the 


Lighting Mystery 


We Question Mark M. Wohlwerth. 


Amplex Corporation. 
Leng Island City, N. Y. Editor’s Note: Display lighting is 





EXAMPLES of out- 
standing display light- 
ing techniques are 
shown on these pages. 
Top jewelry display is 
by R. W. Giddings for 
Garrard & Co., London, 
England. Low wattage 
white pin spots are di- 
rected upon the jewelry 
highlighted against 
hollowed balls with 
turquoise coverings and 
white interiors. An in- 
teresting textured sur- 
face was achieved on 
the ball interior sur- 
faces with pearl barley 
purchased from a local 
grocer. It was applied 
with glue to the insides 
of the balls and then 
spray painted white. 
Black velvet absorbed 
all extraneous light and 
focussed attention upon 
the merchandise on the 
suspended white velvet 
oval. 


INTERESTING light- 
ing techniques are em- 
ployed by William E. 
Kren for Bonwit Teller, 
Cleveland, in his inex- 
pensive yet tasteful dis- 
plays. Backgrounds (in 
these cases the city sil- 
houette, the colorful 
towels) are illuminated 
by lighting fixtures hid- 
den at the base of the 
floor at the rear of 
each window. This 
lighting coupled with 
white and filtered spot- 
lights achieves a simple 
elegance fitting to the 
merchandise. 


recognized today as one of the dis- 
playman’s most effective tools. Like 
with most tools, there are ways and 
techniques of using them to best 
advantage. As well, there is a need 
to understand what tools are avail- 
able and which will be best to do 
the job. Further, there are “right” 
and there are “wrong” tools. Cer- 
tainly you would not tackle the job 
of building a wooden cabinet with a 
handful of rusted nails and a ham- 
mer with a loose head and splintered 
handle. By the same token, display 
lighting cannot become a successful 
tool when you approach it with a 
handful of dried extension cord, a 
half-broken pair of sockets and 
“just any kind of handy spotlight.” 
Recognizing the fact that many 
of the techniques and tools remain 
somewhat of a mystery to many dis- 
playmen, DISPLAY WORLD posed 
a series of questions on the subject to 
Mark M. Wohlwerth, merchandise 
manager for Amplex Corporation. 


For the past 12 years, Mr. Wohl- 
werth has specialized in display 
lighting and its problems. During 
most of that time he operated his 
own display lighting fixture manu- 
facturing business which was head- 
quartered in Cleveland. Three years 
ago, he joined Amplex Corporation, 
Long Island City, N. Y., a leading 
manufacturer of lamps and store 
lighting fixtures. 


Much of Mr. Wohlwerth’s efforts 
at Amplex have been aimed at the 
development, introduction and sales 
of lighting fixtures for store display 
work. Having written articles, lec- 
tured and taught display lighting 
through the years, we feel he is well 
qualified to answer these questions. 


Because of the length of the “ques- 
tion and answer” session, this article 
has been broken down into two 
parts, the first of which is presented 
in this issue. 
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Generally Speaking, How Many Ways Are 


There to Light a Display Window and 
What Are They? 


Basically, three. One is the “wash-lite” 
technique. The objective here is to build up 
a general and even amount of light through- 
out the entire window. The second is the 
“dramatic” technique. Here, high intensity, 
narrow beam type spots are used to create 
the dramatic “hi-lite and shadow” technique. 
The third method is the combination of the 
above two. That is to say general “wash” 
lighting with high-intensity “accent” light- 
ing to further bring out the mannequins and 
merchandise on display. 


Is Any One of These Three Techniques 
Considered “Best”? In Other Words, 
What System Should a Displayman Use? 

In my opinion, all three have their proper 
places. You cannot say any one is “best” 
for the simple reason that you must consider 
many factors. These would include the type 
of merchandise on display, the quality of the 


goods, the location and type of store, etc. 
and etc. For example, it would hardly pay 
a typical drug store, which trims with hun- 
dreds of items to use the dramatic “hi-lite 
and shadow” technique. By the same token, 
[ couldn’t visualize a high-fashion window 
“wash” lit with only a bank of fluorescents 
overhead. 

Without question, the most exciting to 
see is the dramatically lit window. There is 
an aura of mystery, interest and dimension 
to such windows. But I also believe that 
most stores which, for logical reasons, use 
the “wash” lighting technique fall down on 
the job by not adding hi-liting to this 
system. Using the illustration of the drug 
store above, even though it’s true there are 
many items on display, you can create addi- 
tional interest and draw greater attention 
to new and/or feature merchandise in this 
type of window by adding a few accent spots. 


What Are the Different Colors Available 
In Fluorescents and Which Should the 
Displayman Use? 


There are many different colors, sizes and 
types of fluorescents offered by all the lamp 
manufacturers. Most popular for general 
store interior and window use have been the 
standard cool white and the standard warm 
white colors, Not too many years ago, the 


manufacturers developed “deluxe” shades 
(Please turn to page 52) 


WILLIAM CHRISTIANSEN, display director 
of Holmbloms, Gothenburg, Sweden, rates our 
vote as the top display lighting practitioner in 
the world, and the two examples shown here are 
good examples of the two basic techniques he 
uses. At top he sharply focuses his spotlights 
on the featured merchandise angling them in 
such a way as to also pick up the gloves on the 
arms of the headless figures. Additional small 
pin spots are directed upon the background 
props, in this case simulated celestial bodies. 
Basically the same spotlighting techniques are 
employed in the bottom display with the addi- 
tion of flood lighting from above providing over- 
all illumination. Notice the point of greatest 
lighting impact on the spotlighted figures—the 
breast. 
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VARIETY 
in Chicago displays 


By RICHARD and LOIS DAY 


THER than the usual fall millinery and winter 
coats, Chicago display directors could not agree on 
any particular items to promote. Both Wieboldt’s 
and Carson’s chose hats. Goldblatt’s featured coats. 
Field’s put in a high school-college casual clothes dis- 


play. Rothschild’s slanted a college shop display to 
those after the “look of knowledge.” V. L. & A. 
went on a safari to sell nearly everything that might 
be used on one. 


M. L. ROTHSCHILD & CO., by Harry Meyers — Men’s wear from 
the store’s Brookhaven Shop, Rothschild’s version of the popular 
varsity-shop-within-a-store, was featured in a single display. Sprays 
of artificial ivy climbed the sheet plastic brick wall at the back. 
Merchandise was arranged around a central prop composed of a 
Georgian pediment of pecky cypress with a gilded pineapple finial, 
a large history book back and a chart of chemistry equations. 
Mr. Meyers’ sign, “The Look of Knowledge . . . Best seller selec- 
tions from our Brookhaven Shop,” was done with strips of printing 


and book backs fastened to a card. 


ABERCROMBIE and FITCH-V L & A, by Arthur Wood—A 
male and a female mannequin displayed outfits of jungle-tested 
safari cloth in a display that also included many other items of 
safari equipment. An equatorial setting was suggested by a reed 
and bamboo back wall and tropical foliage. A zebra skin and 
other exotic hunting trophies provided incentive for prospective 
hunters to go in and examine the guns shown. Non-hunters were 
tempted to stop and investigate the books about big game hunting. 


WIEBOLDT’S, by Carl James — “Wonderful Things Happen to 
Women Who Wear Hats!” was the title of this window that 
painted a rosy picture for shoppers. Dressy hats for evening 
wear were displayed on shelves suspended by beaded chains. A 
mannequin in appropriate after-five wear wore another hat while 
a salon chair held one other headwear fashion. A _ shirred 
Austrian curtain and a lithograph of theater interior set the scene. 
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MARSHALL FIELD, by Virginia Paxson and 
Staff — A backstage glimpse of a high school 
play rehearsal was the setting for a display 
of teenagers’ fashions. A young girl and a 
young boy mannequin were literally treading 
the boards on a platform representing the 
stage. A large charcoal sketch of a pair of 
Shakespearean lovers provided a clue to the 
roles being rehearsed. Ladders, rehearsal 
stools and a large theatrical floodlight com- 
pleted the illusion. The sign describing the 
color-coordinated clothes read, “Planned For 
Two: Two-Part Classics .. .” 
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CARSON PIRIE SCOTT, by Clement Bradley — An extravaganza 
series of ten millinery windows tripled hat sales during the first of 
its two-week tenure along State Street, reported Bill Babcock, 
window display manager. Entitled “Carson’s heady fare in Rose 
Red,” the displays centered about a single mannequin in black 
coat. Busts wearing hats were arranged on gold-sprayed racks. 
Vine arches were gold sprayed too. Cloth draped around some of 
the busts matched the colors of the hats in each window. Featured 
were rose, greens, ambers, fur and leather. 


GOLDBLATT’S, by Jack Boghosse — This frosty black-and-white 
display of fur-like fabric coats was calculated to remind shoppers 
that beautiful midwestern autumns inevitably change into winter. 
Background, floor, tree and shrub forms were white. Plastic crystals 
were heaped in a free-form design on the floor. Accessories pro- 
vided the only color note to what Mr. Boghosse entitled “The 
Posh Look.” 











San Francisco 


eee and water skiing capture the shoppers’ 
enthusiasm at the Emporium ... A colorful accessory 
bazaar proves effective at Macy’s ... A whimsical mood 
gambles for impact for a heel at Sommer and Kauf- 
man ... Lasso holds silver display together at Gump’s 
. . . Standard shoe boxes dramatize a shoe promotion 
at Rhodes. Tinsel curtain reveals elegance at Ranso- 


hoff’s. 


RANSOHOFF’S, San Francisco, by Milton Keller (top left) — A designer’s 
collection of evening gowns received a sophisticated and luxurious treatment to 
properly coincide with their physical aspects. The whole composition consisted 
of gold fringed curtains completely surrounding the window area with the front 
portion partially spread for a dramatic presentation of the ensemble on a very 
poised appearing mannequin. The glitter of the curtains and the sequin stripe 
sheath gown in rainbow hues blended into a sparkling, breath-taking symphony 
of elegance. 


SOMMER & KAUFMAN, San Francisco, by Mrs. Sollie White (left center) — 
The theme, “Stacked with comfort,” attracted attention to a stacked leather heel 
on the shoes, and permitted Mrs. White to whimsically dramatize this point 
with a gambling flavor, Western style. Centering the window with a table 
covered by green felt, oversized playing cards were grouped in black gloved hands 
as well as spread carelessly on the table along with coins and other accessories. 
Added playing hands with merchandise adorned the wall and floor. Then, 
Western style six-shooters accented the scene. 


RHODES, Oakland, by Rocky De Liso (left) — Imagination simplified the budget 
problem to create an effective window for this shoe promotion. Using standard 
shoe boxes out of stock, Mr. De Liso utilized them for his background and as a 
merchandiser by partially pulling out a box at intervals and placing a pair of 
shoes on it. A shoe stool in the center of the floor flanked by shoe groupings on 
each side, and a shopper chicly costumed completed the composition. 
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EMPORIUM, San Francisco, by Bob Cain — The 
popularity of boating and water skiing in California 
made this an enjoyable sight for many of the 
shoppers. Suspending nautical flags along the 
ceiling and sides of the walls created a regatta 
atmosphere. Then a handsome speedboat with the 
whole family in it cruised in the center of the 
scene. Water skis, a small plastic boat carrying a 
young lad and his red beach ball completed the 
merchandise presented. 


By DICK JACHIM 


GUMP’S San Francisco, by Al Proom — Viewing 
windows at Gump’s is a two-fold pleasure for the 
shoppers: One, the imagination in the displays, and 
the other, the exquisiteness of the merchandise. 
Both have a tendency to leave a lasting image 
favorable to moving merchandise long after the pro- 
motion and establishing the store as one carrying 
quality. Another good example is this stainless 
steelware promotion. The white rope lasso sus- 
pended over the merchandise tied-in with the 
theme, applied to the back wall, and which read: 
“Stainless steel roundup.” One glance gives one 
the synopsis of the story and creates interest in 
the details, which, of course, are the merchandise. 


MACY’S, San Francisco, by James Stewart—Pre- 
senting an array of accessories was solved by 
placing them on long shelves in modified shingle 
fashion. Each shelf was a different color to blend 
with the colorful print along side of it which 
carried the theme, and read, “Macy’s Accessory 
Bazaar.” The print, on a panel reaching from 
floor to ceiling, showed a dancing cutie of the Gay 
90s vintage, and was balanced on the opposite side 
by a modernly dressed mannequin facing the acces- 
sories. 
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WINTER SPORTSWEAR 





ly - : can be displayed effective- 
r 0 OD (" 1 0 nN C ly on simulated roof seg- 
ments made from nailing 

wood shingles onto thin 

plywood and suspending 

from the drawing hoard them by invisible wire. 
Arrange on them various 

. ° articles of clothing, partic- 
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The humanized chimney 
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the finishing whimsical | 














touch. 














SKIWEAR dominates the winter sportswear 
scene and, with its growing popularity, it de- 
serves its share of display space. To get away 
form the typical ski lodge setting, why not have 
an action theme with a suspended toboggan 
being guided by a nonchallant mannequin— 
all in front of a snowy outdoor hillside scene. 














ing and leave the rest to the imagination. 








VALENTINE’S DAY deserves some attention in the 
evening wear department as sometimes a night out on 
the town is his way of wishing her the happiest. The 
heart in hand is one easy way of telling the story. 








START OFF THE NEW YEAR in your window by 


suggesting this pleasant cozy arrangement. Use the 
back of the high-back chair for your New Year greet- 








TOAST to the New Year in plenty of time before the Eve 

so as to get the most of the eveningwear business before the 

Christmas bonuses are gone. You can find the oversize 

cocktail glasses in some local store or your own novelty 
department. 
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| In America’s largest chains, in thousands of independents, 
| | 
Darling equipment has consistently proved its abtlity 
’ s ET _ to increase sales. And one of the reasons for this Darling 
FOR ALL V/() R performance record is that top merchandisers from 
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coast-to-coast have learned to depend on Darling — one 
aalk e 


great source! — for all their merchandising needs 





If you haven't taken advantage of this vast storehouse 
of Darling experience call, write or wire today for 
more information ...or stop in at any of the three 
convenient showrooms for a personal consultation 

with one of our experienced representatives 






In the meantime, indicate in the coupon below 
what action you want us to take! 


"on . “af / CARDHOLDERS 


VIZUSELL SYSTEM FOR STORE-WIDE MERCHANDISING 


LING 


WORLD'S FOREMOST DESIGNER OF DISPLAY AND MERCHANDISING EQUIPMENT 


ViZ-U-BILT j SHELF DIVIDERS 
MERCHANDISERS 


FORMS and 
MANNEQUINS 


VIZUPOLES 


L. A. DARLING COMPANY, Dept. 1410W, Bronson, Michigan 

Please send me your new General Merchandise Catalog No. 530, plus 
more information on the special displays checked below. 

[] ViZ-U-BILT Merchandisers [] GARMENT RACKS 

[) ViIZUPOLES [] SIGNING and METAL EQUIPMENT 
[] VIZUSELL SYSTEM [] FORMS and MANNEQUINS 

[] STORE PLANNING SERVICE 


NAME 


L.A. DARLING COMPANY 


Bronson, Michigan 


NEW YORK CHICAGO LOS ANGELES 
47 W. Mth Street 222 W. Adams Street 1818 S. Flower Street 


COMPANY. 


ADDRESS___ 


GU Vremans 





Jean Cocteau / Jean James 


Concepts in Common 


Everything which can be explained 


or proved is vulgar. -—- Cocteau 




















Young French displayman hopes 
someday to install his fascinating 
displays in Parisian shop win- 
dows. It will be Paris’ loss if 


that chance doesn’t come 


|: ee on these pages are some of 
the works of Maurice Jean James, a young 
(25 years old) displayman whose natural 
talents are most evident in his works. 


He began his career as an assistant to the 
display manager in a department store called 
La Cave in Cambrai, France, and also for 
branch stores in Douai, Valenciennes and 
Lille. He took over as display manager of 
La Cave about eight years ago. 


Prior to becoming display manager, he 
spent three or four months over a three-year 
period attending the Ecode de Arts et Metiers 
in Vevey, Switzerland. At this school he 
learned his basics, but really became the artist 
that he is only by the actual creation of win- 
dow displays. 


His basic concept for design is guided by 
some words of Jean Cocteau: “Everything 
which can be explained or proved is vulgar. 
The secret is to remove from their elements 
all things that habit hides from us and place 
them in a setting which makes us see them 
as if for the first time.” With this thought 
in mind, Mr. James hopes to raise, to an even 
higher plain, the art of window dressing in 
France and possibly contribute to a new evolu- 
tion in the art of display in France. 


Besides his work in the department store, he 
is a free lance designer, compiling a portfolio 
of displays which he hopes will some day 
appear in Parisian shop windows. 


His ambition is to create elegant displays 
that are not ostentatious but rich in charac- 
ter, sober in composition, and full of “soft 
sell.” He gets his inspiration from art mu- 
seums, books, magazines, homes, nature, and 
the passing parade of history. During his 
travels, Mr. James inevitably sees an object or 
scene which his mind translates into a window 
display. He utilizes his sketchbook to record 
this inspirational moment. He does not be- 
lieve in, nor does he use, prefabricated display 
props. All of his settings are created and 
built by him; first in model form, and then to 
fit the window. He uses basic materials: 
Wood, steel, aluminum, copper, paper, etc., and 
with these raw products he bends, welds, push- 
es them into the shapes and forms you see in 
his windows. 

In the composition of his display, balance is 
obtained by the blending of a large area of 
emptiness or darkness, which seems to snuggle 
up against a small grouping of decorative 
props and items. To further enhance this 
mood, light placement plays a great role in 
the setting of his display. With it he is able 
to obtain a dimensional effect. Often — his 
most imaginative use of lights are by them- 
selves attractions to passersby. 

Mr. James hopes that some day an oppor- 
tunity will be presented to him which will 
enable him to visit with some of the great 
displaymen of America. 
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COSMETICS are one 
of the prime weapons 
of women during the 
hunting season for the 
male animal. Lipstick 
“cartridges” are perfect 
for getting this story 
across in subtle fash- 
ion. The retreating 
rabbits add the finish- 
ing touch. This ap- 
peared at La Cave, 
Cambrai, France. 


Tor ey 


THE FIVE DISPLAYS on the opposite page never appeared in an actual store window. Hopefully, 
Jean James looks forward to the day when he can incorporate these ideas in Parisian shop windows. 
Notice particularly the simple understatement of the props and the simple, dramatic lighting effects 
e At top left, a stuffed bird perches on an ax wedged in a log section. Costume jewelry spills 
like sap from the log ® Moon sliver and other designs are cardboard covered with fabric in display 
at top right. Fingers of featured gloves are poised in front of suspended lips to indicate someone 
saying “hush!” @ Costume jewelry necklaces appear as the chains upon which kerosene lamps 
are hung in display at center. Actually they are suspended by invisible wire or nylon afhxed to 
the lamp chimneys by wax @ Once again gloves are displayed dramatically in display at bottom 
left. This time they play peek-a-boo in front of cutout face design covered with foil paper ® 
Vertically suspended pieces of bamboo become the props setting forth the costume jewelry at 
bottom right. Lighting again makes the difference between finesse and crudity. 


ALTHOUGH this dis- 
play was originally in- 
tended to promote sales 
of haying equipment by 
La Cave, Cambrai, 
France, it might just as 
easily be adapted for a 
small institutional 
Thanksgiving display. 
The Bruegel painting 
“Hay-Time” is _ sus- 
pended on vertical poles 
with signs above and 
below. Shock of straw 
is suspended in front 
of the painting and 
other harvest props are 
on the floor. 














Modern Store Planning 


By JIM KILEY 

















HE writer recently received a request 


for a fixture and merchandise layout from a 
garden center called Uncle Bim’s Garden 
and Pet Supply Company in West Palm 
Beach, Fla. 

I soon recalled that a couple of years ago 
I designed the first garden center operated 
by Ray G. Behm; and after talking to this 
enterprising merchant over the phone, we 
made arrangements fof us to meet personally 
in New York along with his local architect, 
Frederick W. Kessler. 

The size of the lot is 100 feet wide by 244 
feet in depth and a local ordinance makes it 
necessary to erect the building set back 60 
feet from the main highway. 

The scale layout shows how this front area 
can be used for parking and it is a graphic 
illustration of how the stalls eat up space, 
as they have to be sized a minimum of 8 feet, 
6 inches wide by 20 feet in depth. Note how 
we established the minimum of 13 feet, 6 
inches for the driveway at the right, where 
additional automobiles will be parked all 
the way back. The customers will be able 
to park and then drive (OUT) at the left, 
as indicated. 

Another important measurement that must 
be considered in laying out a parking lot is 
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Leading Architect and store planning expert collaborate upon 


desigit of Uncle Bim’s Garden Center. Notice particularly the 


} 
parking lot layout, staggered windows reducing sunshine problem. 


4 
the distance between the rows of cars; in 
this case, the indicated 16 feet. 

It wasja pleasure to sit down and work 
with Mr. Kessler, who is one of the leading 
architects; in this fabulous Palm Beach area, 
and he came up with the saw-toothed design 
for the front of the building. 


This will not only establish an _ eye- 
catching front, but it will not expose the 
staggered windows to the powerful afternoon 
tropical Florida sun. This will also cut down 
the air conditioning cost, an important 
factor. It will also provide valuable inside 
perforated wall display areas, as indicated. 


This layout is a good example of the im- 
portance of adequate initial planning, and 
after we had laid-out the parking areas and 
driveways, we arrived at the size of the 
store building: 53 feet, 6 inches by 76 
feet. This includes the rear receiving room, 
small office, toilets, etc. 

I recently visited the site of a proposed 
new store on Staten Island, N. Y., and the 


merchant had already decided on the size 
of the new building. However, after scaling 
off the lot size and the necessary parking 
area, it soon became apparent, that, if the 
building was erected, there would be a 
totally inadequate parking area. We natur- 
ally adjusted its size to assure adequate 
parking. 

I always prefer parking in front of a high- 
way store, as surveys have proved that more 
customers drive in when they see a number 
of cars parked. The chain stores know this, 
which is the reason you see front parking 
facilities at all their highway operations. 


When I first commenced designing store 
fixture layouts the number one problem I 
had to contend with was my inability to be 
able to visit all the sites as the jobs came in 
from all over the country. However, my 
system of using the small code letters has 
overcome this. 


Here is how it works: All the main fea- 
tures and fixtures on each plan are identified 
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with code letters, so the reader of the step- 
by-step instruction sheets can quickly and 
easily locate them. 

I retain a copy of each plan and know 1m- 
mediately what units are referred to when 
the merchants ask questions. 


Adequate width aisles are one of the most 
important features on any layout and the 
following code letters shows suitable widths 
that were carefully established on this scale 
plan... (A) (B) (C) (D) (E) (F) (H) 
and (J). 

(SU) This is the cashier and service unit 
and it was purposely located in the center of 
the sales area to force all customers through 





the store to reach it. This will expose them 
to hundreds of items definitely in the im- 
pulse sale category and many extra plus 
sales will result. 


It is composed of separate flexible units, 
and the shaded sections indicate counters 
that can be used for the feature display of 
good seasonal items. This will soon prove 
one of the best points-of-sale in the entire 
store. 

(G) These are all step-up shelf gondola 
units, and the shaded sections at each end 
are feature display bases equipped with 


perforated display panels. You will note 
(Please turn to page 33) 
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NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 
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SPRING MARKET: With the Spring 
showing just a scant two months away, a 
record number of 65 exhibitors signed for 
space during the opening round of applica- 
tions. We should easily reach last year’s 
mark of 80 before showtime. Dates are 
December 10-14. Show site is the New York 
Trade Show Building. 

The Monday morning of Market Week, 
December 11, has been reserved for another 
industry breakfast meeting. We have been 
in contact with several prominent figures in 
the world of retailing to keynote this meet- 
ing with a speech. Full details will be an- 
nounced in the next Newsgram. The break- 
fast- will be held at the Hotel New Yorker. 
Exhibits on the morning of the breakfast 
will not open until 10 to give everyone a 
chance to attend. 

The show theme for the market centers on 
“Spring Carnival” with Mardi Gras settings 
providing the decorative backgrounds and 
props. To add the New Orleans touch to the 
market, we will present to a show registrant 
a vacation in the Crescent City during the 
Mardi Gras. The drawing will take place 
at the Trade Show Building on Wednesday, 
December 13, and will be based on returned 
admission tickets. 

Since New York City is a bustling town 
around Christmas time, it would be a good 
idea to make reservations now for hotel 
space and for the theatre. The roster of 
coming shows looks good. “Milk and Honey” 
with Mimi Benzell and Molly Picon and 
“Kean” starring Alfred Drake received good 
out-of-town reviews. Others touted as hits 
are “The Gay Life”, with a score by Arthur 
Schwartz and Howard Dietz, and “Kwa- 
mina” with music by Richard Adler. We'll 
send theatre and address information on 
request if you want to write in for tickets. 

—NADI— 

PHOTO GALLERIA: The photo contest 
of 1961 Spring-Summer displays was an- 
nounced in the previous Neswgram. We've 
already received a few entries. We need 
many more to equal the number of entrants 
that participated in our last two compe- 
titions. 

Complete contest rules are contained in 
the NADI announcement advertisement ap- 
pearing in this publication. It’s easy to enter. 
lust send us photos of your favorite Spring 
or Summer displays. They'll be on exhibition 
during Market Week. Votes will be cast by 
visiting displaymen and retailers. Then 
cash prizes will be awarded. — 
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SPRING-SUMMER COLORS: Last April, 
following a luncheon meeting at which 
Edith Raymond, Fashion Editor of “Made- 
moiselle” magazine spoke to an NADI group, 
we reported Fall-Winter color forecasts for 
1961. We received favorable comments for 
circulating this forecast among the trade. 
Such information assists the industry in 
keying related display backgrounds, props 
and effects to what may be predominant 
fashion colors for seasons ahead. 


Now, with Spring and Summer 1962 in 
sight, we are enabled, through the courtesy 
fo “Mademoiselle”, to report color forecasts 
once more. Our appreciation is conveyed to 
Miss Raymond for making this information 
available. The forecast focused on fabrics 
and leathers and included color, texture and 
pattern areas. 

On Color: “Mademoiselle’s Marabou 
Colors — crystal-clear, pretty . bright 
pastels, softened shocks, cane neutrals. Many 
colors are powdered with white. Look for 
new subtle combinations — peach with 
apricot, rattan with melon, turquoise with 
aquamarine. Look for white — important 
as a color, as a neutral.” 


On Texture: “Flat, smooth, pampered 
surfaces. Flowing, graceful, feminine fab- 
rics: crepe de chine, silk jersey, mousseline, 
chiffon. Flat, classic fabrics: silk, serge, 
twill, doeskin, flannel, linen, pique, duck, 
seersucker. Mademoiselle likes the contrast 
of flat with flowing: georgette with glisten- 
ing mohair, silk jersey with webby silk 
pique, chiffon with tight boucle. News in 
texture: sparkling mohair in Marabou 
Pastels. In woolens and worsteds, specialty 
fur hairs such as rabbit, mohair, angora 
woven into the cloth give a glistening white 
effect. News in surface: luminescence, deli- 
cate as a soap bubble.” 


Jn Patterns: “Patterns are flat. In wov- 
ens: classic checks, herringbones, shirting 
stripes in nonclassic Marabou Colors. In 
prints: flattened florals, stripes in unex- 
pected color combinations.” 


On Leathers: “For color — read neotra- 
ditionals, read powdered neutrals, read 
shock-bright patents . . . blending with or 
accenting, rather than matching, ready-to- 
wear. Unusual combinations of colors, of 
textures: e.g., caramel with bright navy, 
patent with suede. In texture — watch the 
extremes: pronounced or very fine grains 

. smooth patent ... sueded reptile, matte 
finishes.” 


More specifically on Colors this was the 
forecast: 

Marabou Neutrals: “Sunlit cane colors— 
straw, wicker, bamboo, rattan, reed. Warmly 
compatible with each other, highly becoming 
to Mademoiselle’s Marabou Pastels. They'll 
summer in town with accents of white.” 

Marabou Pastels: “The warm Marabous, 
first color family for 62. Pale pink with an 
orange cast — peach, orange with a pink 
cast — apricot. Mademoiselle likes them 
worn together in contrasting fabrics. For 
resort — mohair with georgette; for Spring 
—mohair with flat classic weaves. The cool 
Marabous, seen through a glass-bottom boat, 
riding the crest of a big year for blues. 
Watered mint, aquamarine, softened tur- 
quoise, foamy lime.” 

Marabou Brights: “Softened shocks in 
cotton ottoman, cotton serge, seersucker— 
for separates, sports and swimwear. These 
same colors, lightened, in silk shantung, silk 
honan will be seen as accents for Marabou 
Pastels in understated, elegant dresses and 
sportswear.” 

Offbeat Primaries: “Bright as newly 
sharpened wax pencils to wear with 
lots and lots of white for summer sports- 
wear, separates, casual fashions. Made- 
moiselle likes these colors mixed together 
in flat prints, in offbeat fabric combinations 
—coating linen with silk jersey, handker- 
chief linen with cotton knit, cotton duck 
with printed stretch. And watch for red, 
white and blue.” 

With the forecast, “Mademoiselle” pro- 
vides color swatches to pinpoint the various 
colors. The chart and swatches can be ob- 
tained for $4.00 by writing to Miss Alice 
Encke, “Mademoiselle”, 575 Madison Ave., 
New York City 22. Ask for the Mademoi- 
selle Fabric and Leather Forecast — Spring- 
Summer, 1962. 

—NADI— 

FASHION DISPLAY COURSES: The 
Fashion Group in New York City is conduct- 
ing a series of lectures this Fall on the 
various aspects of the fashion field. One, on 
October 17, is on “Coordination and Dis- 
play.” Lecturing will be Virginia Harris, 
Filene’s, Boston, and Henry Callahan, Saks 
Fifth Avenue. Lectures are held each Tues- 
day at Judson Hall in New York City. 

Also lecturing this Fall is Hugh T. Chris- 
tie, display director, DePinna. He is teaching 
aa newly organized course on display at 
New York’s Fashion Institute of Tech- 
nology. 
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Argentina Fire Loss— 


Can You Help? 


DISPLAY WORLD recently received a 
letter from Bert Levi, display director for 
Tonsa, a chain of shoe stores of Buenos Aires, 
Argentina. He reported that a fire in Febru- 
ary has destroyed his entire display depart- 
ment, including his extensive display contest 
trophies and citations, catalogs, files and the 
collection of DISPLAY WORLD since 1935. 


Many DISPLAY WORLD readers and 
displaymen throughout the U.S. will recall 
that Mr. Levi won the Sweepstakes Award 
given by the now defunct International Asso- 
ciation of Display Men in 1942. He also won 
numerous DISPLAY WORLD contest medals 
in the 50s. 


Mr. Levi writes that this catastrophe is his 
reward for 30 years as display director for 


TROPHY CASE of Bert Levi before fire 


destroyed its entire contents. 


4 ‘ ne 


MR. LEVI points to frame upon which DIS- 
PLAY WORLD medals were mounted prior to 
fire. 


the store. But the show must go on, and he 
asks your help. He particularly needs cur- 
rent catalogs of display materials and recent 


back issues of DISPLAY WORLD. 


Mr. Levi and the owner of Tonsa were in 
New York for four weeks during August to 
visit firms there. 


Incidentally, Tonsa has 160 stores with more 
than 550 display windows. It is a very pro- 
gressive organization with quality displays and 
extensive promotions. U. S. display firms 
would find this firm an inviting market for 
their products in spite of the high import duty 
and delivery problems. 

The home store, to which ail correspondence 
should be addressed, is at Florida 260-270, 
Buenos Aires, Argentina . 


One-of-a- Kind Designs 
On Vinyl Wallcoverings 

A new technique for combining original 
pattern and color effects with textured Vicrtex 
VEF vinyl wallcoverings is illustrated and 
described in “Handprints on Vicrtex,” a hand- 
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some 15-page guide to unique interiors just 
issued by L. E. Carpenter & Co., Inc., manu- 
facturer of Vicrtex VEF vinyl wallcoverings, 
drapery fabrics and upholstery. 

The guide features inspiring model rooms 
—with original wallcovering patterns by noted 
decorators—suggesting the unlimited variety 
of exclusive wall decorations that can be 
achieved through imaginative use of harmony, 
contrast, and texture in “Handprints.” 

With an exclusive hand-crafting process de- 
veloped by L. E. Carpenter & Co., Inc., pat- 
terns created by the architect, designer or 
decorator are over-printed on the textured sur- 
face of Vicrtex. Information on screening 
original artwork is included, as well as ideas 
for coordinated drapery fabrics to contrast 
with, or match, the unique wallcovering. 

Copies of the booklet are available from the 
firm located in the Empire State building, 
New York City 1. 


New Animation Device 
Uses No Electricity 

Creative Marketing Corp., 1258 Teaneck 
Rd., Teaneck, N. J., has developed and is 
marketing an unusual method of sign anima- 
tion that involves rolled aluminum discs that 
pick up and reflect light beams while hanging 
free in air currents. Through unusual design 
the viewer is not required to be directly in 
line with the angle of incidence in order for it 
to be effective. Existing signs can be ani- 
mated by application of the material. Prefab- 
ricated letters of the material are available 
from 12-36 inches high. Write to the firm 
for information. 


COMING UP! 

March for Muscular Dystrophy... . Nov. 1-30 
American Education Week........Nov. 5-11 
*General Election Day.......... Nov. 7 
*Marine Corps Birthday ...Nov. 10 
*Veterans Day (Armistice Day .... Nov. 11 
National Children’s Book Week. Nov. 12-18 
World Fellowship Week .. ...Nov. 12-18 
Salute to the Housewife Week... Nov. 12-18 
Christmas Seal Campaign... Nov. 13-Dec. 31 
National Farm-City Week.. .. Nov. 17-23 
Know Your America Week. . Nov. 19-25 
*Thanksgiving Day .. Nov. 23 
National Civil Defense Day.. Dec, 7 
*Christmas Day on Dec. 25 

DISPLAY WORLD will be glad to fur- 
nish the name and address of any sponsors 
of the above-mentioned events (except those 
preceded by an asterisk which have no cen- 
tral sponsor). Many of them make available 
free posters or other display material as well 
as ideas for displays tying in with the occa- 
sion. Simply address your request to the 
Editor, DISPLAY WORLD, Cincinnati 1. 

The 1962 edition of Chase’s Calendar of 
Annual Events from which DISPLAY 
WORLD secures most of the sponsorship 
information for the “Coming Up!” feature 
will be off the presses soon. For your copy, 


send $1 with your. name and address to | 
Calendar Department, DISPLAY WORLD, | 


Cincinnati 1, Ohio. More than 1,000 events 
will be included in the 1962 edition. 
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A NEW, SHORT 


1 1/32" 
SNACK 


light snow 
effect! 


ANNOUNCES 


the longer 


1/16” 


SNACK 


—creates 
the effect of 
heavy snowfall! 


e Both are PRECISION 
CUT, 100% Virgin Rayon. 


e Both pass all tests for 
FLAME RETARDANCY. 


e Both give you more bulk 
and coverage, faster and 
for less! 


e B-5 and C-10 flocked 
trees and wreaths are the 
most beautiful and most 
salable. 


e Available in fluorescent 








white and 22 proven colors. 


e Order a supply today! 
Available in 25 Ib. bags. 


CLAREMONT FLOCK CORP. 


Midwest Warehouse and Office 
1440 N. HALSTED ST., CHICAGO, ILL. 


PHONE: SUPERIOR 7-6671 
aat-1a) Lalo me (eel al, me Olal a 
CLAREMONT, NEW HAMPSHIRE 
PHONE: 542-5151 





Those Wonderful Years Ahead 


Higbee’s and Lanvin combine talents for storewide 


bridal promotion focussing attention upon latest gowns 


and gifts by contrast with wedding gowns of past years — 


years in which Lanvin introduced its fabulous fragrances. 


¢ pe back the clock for a look 
into the future, Higbee’s, Cleveland’s largest 
department store, has established a new cri- 
terion for storewide bridal promotions with 


its salute to “Those Wonderful Years 
Ahead.” This promotion was accomplished 
by Display Director Al Lanza and his efh- 
cient and talented staff in collaboration 
with Lanvin Parfums, Inc., world famous 
fragrance house. 

Six period bridal gowns representing 1923, 
1928, 1931, 1934, 1937 and 1960-61 were pro- 
vided by Lanvin from the collection of J. 
Herbert Callister, who also selected acces- 
sories, shoes, etc. These costumes were 
used to promote sales of current bridal 
gowns from the store’s own stocks as well 
as Lanvin fragrances made popular through 
the years. The theme also lent itself to 
promotion of bridal gifts in practically 
every department. 

To illustrate the thoroughness with which 
the promotion was developed throughout the 
store, we can assume the role of the cus- 
tomer on the sidewalk outside the store. 


A delightful fragrance causes her to 
pause in puzzlement as she starts past the 
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DEMONSTRATING the thorough manner in 
which Higbee’s “Wonderful 
Years” bridal promotion are the photos shown 


conducted its 


here. At top, opposite page, is one of five main 
In this dis- 


play, the 1931 bridal gown on the surrealist 


windows, all similarly composed. 


figure at left contrasts with the 1961 gown on 
the mannequin at right @ At top left is one of 
four 20-foot wall cases on the tenth floor, all 
containing bridal gifts keyed to Lanvin per- 
fumes @ At the escalator and elevator entrances 
to all fashion floors were platform displays 
similar to the one shown at left, top of page e 
e Photo at top right is one of 36 cases on the 
main aisle of the main floor, all of which fea- 
tured Lanvin merchandise. 


store. It is being sprayed from the marquee 
by special equipment — a different Lanvin 
fragrance each day. 


She is drawn to the main fashion windows 
and one smaller one in which the six period 
bridal gowns are displayed. 

Five of the gowns of earlier vintage 
are worn by graceful surrealistic figures 
reminiscent of the old Segal French manne- 
quins of the 20s. With their long necks 
stretching upward and expressive hands, 
they seem to dramatically anticipate the 
lilting fragrance in the air outside the win- 
dow. In front of each Modigliani maiden is 
a grouping of a Lanvin fragrance introduced 
in the same year as the gown. The figures 
are by Wing’s Success Display. 


The 1960-61 bridal gown is featured in the 
large corner window on a lovely D. G. Wil- 
liams mannequin and in the company of 
other members of the bridal party. Other 
gowns from the store’s bridal department 
share the windows with the period costumes 
with the exception of the smaller narrow 
window. The unusual figures contrast with 
the charming mannequins to achieve tre- 
mendous impact, emphasizing the old and 
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the new without resorting to the typical 
nostalgic setting. 


As background for the five feature dis- 
plays are large sheets of music, representing 
popular songs of the years represented. 
These were hand-painted by Mr. Lanza’s 
staff artist on parchment scrolls 8 feet wide 
by 15 feet tall. 


Upon entering the store it is immediately 
evident to our customer that a perfume pro- 
motion is underway. Every showcase along 
the main aisle of the first floor—36 in all— 
are devoted to Lanvin perfumes. 


As she ascends the escalator she sees 
special platform displays containing bridal 
costumes coordinated with Lanvin perfumes 
on every fashion floor and shadow boxes and 
wall cases on every floor featuring bridal 
gifts keyed to Lanvin fragrances. 


This brings her to the bridal fashion show 
staged in the enormous Higbee auditorium. 
It is also entitled “Those Wonderful Years 
Ahead,” and is presented by both the store 
and Lanvin. As models, wearing bridal fash- 
ions, walk along the runway they spray 
Lanvin fragrances towards her from beauti- 
ful atomizers they hold in their hands. Miss 
Helene St. Andrews, fashion director for 
Higbee’s, who staged the show, narrates 
each performance. 


This promotion is very similar to that 
initiated by Lanvin last year, when the firm 
provided dresses made of various flowers 
for incorporation into a “Fragrance and 
Flowers” theme (See June, 1960, issue for 
how Carson Pirie Scott, Chicago, handled 
that one.). 


Following the premier performance at 
Higbee’s, Harold C. Martins, public rela- 
tions director for Lanvin, who works closely 
with the stores in planning these events, will 
take the dresses to other outstanding stores 
throughout the country for similar varia- 
tions on the “Wonderful Years” theme. 
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UN Day Display Kits 
Offered by Oceana 

Publicity concerning this United Nations 
display kit arrived too late to be publicized 
prior to the October 24 celebration of this 
event, but the materials contained in it might 
be adapted for other occasions, such as Human 
Rights Day, Brotherhood Week, World 
Health Day and others. 

The kit contains a UN Day poster, a booklet 
describing “The UN in Action,” a world map 
showing UN member countries, a four-color 
display of flags of all UN countries and 
several other items. The display was designed 
by Miss Kate Coplan, chief of exhibits and 
publicity at the Enoch Pratt Free Library, 
Baltimore, and author of “Effective Library 
Exhibits: How to Prepare and Promote Good 
Displays.” 

Write to Oceana Publications, Inc., 80 4th 
Ave., New York City 3, for information. The 
book is also published by this firm. 


Unique Guild Exhibit 
At POPAITI Show 

The National Display Guild will have a 
unique combination of hospitality room and 
exhibit at the POPAI Convention beginning 
November 7, according to a A. B. Slattery, 
Guild president. Advantage will be taken of 
the extraordinary facilities of Chicago’s new 
and fabulous McCormick Place where the con- 
vention will be held. 

The Guild quarters will be called “La Salle 
d’ Hospitalite” and will resemble a key club 
in many respects. Guests will receive a key 
accompanying the invitation. The atmosphere 
inside will be that of Paris and interesting 
surprises will be in store for guests, including 
the more commercial part of the exhibit. The 
story of the value of professional installation 
by Guild members will be portrayed amus- 
ingly, painlessly and effectively, in little more 
time than it takes to say “Point of Purchase 
Advertising Institute.” 





DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH! 


MANNEQUIN FINISH 
CRUISE 


GENEROUS 

AMOUNT OF 
DISPLAY HELP 
IN EVERY CAN! 


Giant 16 oz. Sargent DISPLAY 
FINISH containers are now offered in 
an even wider range of smart, soft 
colors. Try it today 


at display jobbers everywhere 


manufactured by 


THE SARGENT-GERKE CO. 


Indianapolis, Indiana 





NEW CHAIR 


Better Furniture Display 


tarts with Manutacturers 


Is it fact or wishful thinking that more furniture manufacturers 
are beginning to see the value of presenting their lines in attrac- 
tive and sales-conducive surroundings rather than the typical 


warehouse atmosphere?. Maybe so! 


\ \ HEN 11,126 buyers from 5,428 stores 


visited the American Furniture Mart at Chi- 
cago in Mid-June to select merchandise to 
furnish America’s homes in the following six 
months, they were also seeking merchandising 
ideas as well as choosing the goods they were 
to sell. With this in mind, many manufac- 
turers, believing that good display is good 
business, put their know-how into “show-how” 
and presented their products under the most 
favorable circumstances. Many others didn’t. 


Wishing to acknowledge those firms doing 
outstanding showroom displays, Clark B. 
Kelsey, editor of The Chicago Market Daily, 
and the American Furniture Mart invited 
DISPLAY WORLD?’s editor to select the out- 
standing displays. 


SIX SHOWROOM DISPLAYS were singled out 
for praise at the Furniture Mart, Chicago, dur- 
ing the Mid-summer market by DISPLAY 
WORLD’s editor. They are shown here. At 
top left is the dramatic merchandising presen- 
tation of a new product, Karpen Chair-Foam, 
by Karpen Division of the Schnadig Corpora- 
tion. Hickory Chair Co.’s grouping from its 
James River Collection, left center, was selected 
because of its tasteful arrangement with the 
18th Century prints, natural lighting and appro- 
priate sign identification. Howell Co. turned a 
dificult showroom layout into an advantage by 
installing this well illuminated display at the 
end of a long, narrow corridor leading from the 
entrance, thus encouraging traffic to this point, 
where additional showroom space to the left 
became evident. At top right, opposite page, is 
the display awarded “Highest Honors.” It was 
in the showroom of Heywood Wakefield Co. 
The plush carpeting, table decorations, illumi- 
nated chandelier and the colorful photo mural 
behind cafe curtains and simulated louvered 
corner window were the high point getters. The 
H. T. Cushman display at center, opposite page, 
was selected because of the meticulous attention 
to authentic Early American decor in keeping 
with its furniture. Also it was one of the few 
showrooms to use wallpaper effectively. Bed 
room display in the showroom of Consider H. 
Willett, bottom, opposite page, was praised for 
the massive real fireplace, excellent illumination, 
generous use of space and the clever use of the 
mural behind the simulated window — an old 
trick but still effective. 


DISPLAY WORLD 





Shown on these pages are the six displays 
chosen from among those of 1,250 exhibitors. 
“Highest Honors” went to Heywood Wake- 
field Co.; others awarded “Great Distinction” 
citations were Consider H. Willett, Inc., 
Howell Co., H. T. Cushman Manufacturing 
Co., Hickory Chair Co. and Karpen Division 
of the Schnadig Corporation. 

On September 19, a few months later, it 
was the pleasure of your editor to be called 
upon to moderate a panel on the subject 
“Making the Most of Your Market Space” 
at the annual convention of The National 
Association of Furniture Manufacturers at 
Chicago. 


Pracejus Pahlmann 


Appearing on the panel were four dis- 
tinguished authorities on various subjects 
allied to display: 

Mrs. Dorothy W. Liebes, a prominent textile 
designer, stylist, weaver and winner of many 
interior designing awards, including those 
given by Lord & Taylor and Neiman-Marcus. 

William Pahlmann, FAID, who has re- 
ceived international acclaim as an interior and 
industrial designer, color and lighting expert 
since creating a series of brilliant exhibition 
rooms for Lord & Taylor prior to World War 
II, which had a marked effect upon contem- 
porary American styles. 

W. Glenn Pracejus, Chicago district engi- 
neer for the Large Lamp department of Gen- 
eral Electric Company, an authority on display 
and store interior lighting. 

Dick Kostka, IDI, store planning director 
for the National Retail Furniture Association, 
an authority on furniture store modernization 
and writer of many articles on the subject for 
the National Furniture Review. 

For three hours the panel members explained 
and demonstrated their ideas on how furniture 
showroom displays could be improved. Giving 
rapt attention and showing considerable inter- 
est in the subject were NAFM members aug- 
mented by local students of interior decorating. 
Subjects covered briefly were lighting, color, 
layout and display ideas. Slides were pro- 
jected of outstanding retail and showroom dis- 
plays with appropriate comments to open the 
program and it closed with the panel mem- 
bers discussing three problem spaces and offer- 
ing suggestions on how the problems could be 
solved. 

Could it be that furniture manufacturers are 
beginning to realize that they should set a 
standard of display as high as they expect of 
the retailers? 
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Getting away from the conventional arrangement of men’s wear was K. H. Chutgens in his clever 
fall display for Peter Johannsen Kaufhaus, Kappeln /Schlei, West Germany. The archways were 


a 
D & S [ Gg constructed of hard board and covered with rock-design wallpaper. Fall leaves and grape clusters 
were attached to this prop that added dimension to the display. 


World 


The International Display Authority 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we'll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 
Display Racks 
Enlarging Projectors 
Fabrics and Trimmings 
Flags and Banners 
Float Decorations 
Flooring 
Foils 
Glass Sun-fade Tint 
Glass Speciaities 
Grass Mats 
Hosiery & Shoe Forms 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Plywood 
Poles—Extension 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Screens, Display 
Show Card Colors 
Show Cards 
Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Spray Paints & Finishes 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Wall Board 
() Wigs 

(}) Window Lighting 
] Do you wish a copy of their catalogue? 

Do you plan to remodel your store soon? 

|} De you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI 1, OHIO 


| 
; 


J 


nononooooonoooooononoooooooooOooooooono 


CO 


JoOooooooooooooonooooooooooooo! 


“Out of this World in Autumn ’60” was the caption in white lettering on clear glass panel in the 
window of The Myer Emporium, Melbourne, Australia, as spring was approaching in the Northern 
Hemisphere. Frederick B. Asmussen, display controller, displayed shoes to tone with all the new 
autwnn colors in a series of windows, in this case dark green. Mannequins and apparel were 
green to tone with the background and floor. Shoes were attached to shiny metal ribbon. Notice 
arrangement of accessories in one long straight line on floor; also the toe-dancing ballet mannequin. 
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MODERN STORE PLANNING 


(Continued from page 25) 
they all face out on cross aisles so the dis- 
play will attract maximum customer atten- 
tion. 

One thing I learned during my years in 
Sears Roebuck & Company store planning 
department was the importance of these 
feature displays and I embody the maximum 
number in all my layouts. 

(K) These are the most adaptable and 
flexible wall fixtures ever designed: They 
are low bases with the side walls faced with 
%4-inch perforated hardboard. 

Where shelves are required, we _ shall 
secure metal slotted standards along the 
walls on 30-inch centers. A fluorescent light 
strip will then be installed all around the 
side walls, supported on special canopy 
brackets inserted in the slotted standards. 

This merchant has secured the agency for 
the well know brand of Schwinn bicycles, 
and you will note the open floor area pro- 
vided for their display. 

The rear pet shop, gift shop and the 
garden supplies section will all be identified 
by a different color scheme; a good idea in 
any store. 

Each (G) gondola will display a 7- by 11- 
inch metal card holder to quote a large 
numeral and then when a customer asks 
“Where do you carry sprinklers” ? the answer 
will be: “Right over there on counter 
number 6”, 

Other large signs will read: “Select the 
items you need, and pay the cashier; if you 
need help, please ask any salesman.” 

The maximum amount of customer self- 
selection is embodied in all our plans, but 
trained salesmen will always be required on 
the floor to answer questions and to trade- 
up whenever possible. 

This store planning business is even more 
interesting than display which I was in for 
so many years, as I never know each day 
what type of stores I shall be working on: 
Ladies wear, garden centers, hard lines, 
carpet shops, etc. 
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If you are considering opening a new 
store or remodeling your present store, 
fill out the coupon below and mail to 
Jim Kiley, care of DISPLAY WORLD, 


Cincinnati 1, Ohio. 


Please mail me details of Jim Kiley’s 
reasonably priced store planning service. 
I am to open a new store ... I intend 
to remodel my present one ... It is 
understood that I am under no obligation. | 


Name 








Store name 


Street 
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State 








OTION DIStL 


Displays in Motion attract more eyes— 
are most effective sales tools— 

this is an established fact. 
Ne. 600— 


500 Ib. capacity 2 R.P.M. ; MOTIONDISER® TURNTABLES ARE 

Max. Disc diameter, 4 ft. . — YOUR BEST CHOICE! 

, Moving displays are surprisingly easy to set up 

No. 500— with Motiondisers®. Each unit is of rugged, heavy duty 
200 Ib. capacity, 3 R.P.M. . construction with base mounting facilities (they 

Max. Disc diameter, 3 ft. become an integral part of the total display—without 
complications) in addition to the usual top disc 
mounting feature. Motiondisers are available in a wide 
range of capacities—all powered by Merkle-Korff 

75 ib. capacity, Gearmotors tionally famous for long life 

48.P.M. Max. and quiet operation. 


Disc diameter, 2 ft. 
ALMOST ANY KIND OF ACTION AVAILABLE 


Stop action, horizontal or vertical motion and 
combination third-dimensional motions using cams, etc. 
Ne. 100— are illustrated and described for you in the Sketchbook. 


it’s UP TO YOU! 
Write us today—there's no obligation. We'll send you 
the MK Sketchbook free and a copy of Bulletin 2025A 
No. 50VT— " together with a price list and order blank. Your 
50 Ib. capacity, : satisfaction is assured by our 50 years of success in 
a Max. Merkle-Korff Motiondiser® Turntables. They are 

sc diameter, 3 ft. : . : . 

approved by more major retail chains and display 

manufacturers than any other turntable. 


Write for your copy now. 





Disc diemeter, 1% 





MERKLE-KORFF GEAR CO. 


221 North Morgan Street, Chicago 7, Illinois 
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SANTA CLAUS SUITS 


To make your Santa look real... and at low cost to you! 


No. A-lI—THE SUIT. Beautiful No. A-9—FINEST QUALITY outfit made of 
and lush soft Velveteen Suit RED VELVETEEN. Consists of overblouse, 
with REAL WHITE FUR trimmed pants and Velveteen hat trimmed with white 
on hat, overblouse and leggings. PLUSH. Heavy weight leatherette belt with 
Black patent leatherette belt large gilt buckle, leatherette boot tops with 
with large gilt buckle. white plush trim. Large size only. 


$1 15. 00 without wig&beard $75. 00 without wig and beard. 


No. A-5—DE LUXE RED VELOUR OUTFIT, without wig & beard 
No. A-3—RED TWILL SANTA OUTFIT, without wig & beard 


SANTA WIG & BEARD SETS 
100% Nylon Wig & Beard Set, Standard... ..$19.90 


De Luxe Nylon Wig & Beard Set—50% fuller than Standard $29.50 
Super Deluxe Nylon Wig & Beard Set—100% fuller than Standard. ty 50 
Saran Wig & Beard Set $12.5 


ORDER NOW! 
Mail orders filled 
immediately. 
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HE display ...in your window... or 


in your store is advertising. It is not 
only important advertising but it is the only 
advertising which you control. TV, radio, 
magazine and othe, advertising by manufac- 
turers you must ay:cept and hope that it is 
done right and will be doing your store some 
good. Not so with displays that they want 
you to use in your store. These you can 
refuse if YOU don’t think they'll do a job. 
Your selection is important and your space 
is valuable ... so Jet's take a closer look at 
displays and their importance to your 
store. 

You have only st. much room for displays. 
You evaluate everything that is offered 
because you want only displays that will 
help you stop prospects, bring in more store 
traffic and make mwre sales. 

Many displays are not good enough. For 
a display to do the best job for you it must 
be a shopper-stopper . . . must say what is 
for sale ... must help bring many window 
lookers into the store to buy. To create 
awareness of merchandise for sale, to stim- 
desire for the merchandise, to en- 
courage impulse sules is all a display 
can do but, that’s the kind you want! 
At this point the merchandise is on its own. 

Displays in your window or in your store 
are referred to by most these days as P-O-P 
displays. Aside from the literal meaning of 
“Point-of-Purchase” it could be interpreted 
as the point where you have “Prospects-On- 
Parade”... it is the “Pay-Off-Point!” 

The major problem facing manufacturers 
create P-OQ-P displays is to make a 
display flexible so that it can fit and be 
used in all types of stores. Especially, this 
is a difhcult problem when you look at the 
great variety of outlets. Big little 
stores, narrow stores, stores with big win- 
there is no end to 
For a store that has ample room 
and a large enough window, a stand-up, one- 
sided type of display is fine but no answer at 
all for store that has limited window space. 
Using stand-up displays for counters or 
shelves inside the store becomes more difh- 
cult every day. Almost all available space is 
devoted to merchandise. So where can you 
put “in-store” displays to attract attention? 
An easeled one-sided, stand-up display in an 
open back window presents a sorry sight 
from the back of the window for displays 
that are intended only to be viewed from the 
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DISPLAY 


... Your Most Important 


Advertising Medium 


Display space is valuable, and 
the store owner is justified in 
using only those displays that 
he feels will create traffic and 


sales. Manufacturers should 


stress flexibility in display de- 


signs. These are two basic 


points elaborated upon in this 
article. 


By LEE GREENWELL 
Director of Advertising and 
Sales Promotion 
Gibson Greeting Cards, Inc. 
Cincinnati, Ohio 


front of the window. Motorized displays 
obviously are better than motionless displays 
but suppose there is no convenient outlet to 
plug in such a display? So you see, there is 
a great need for better answers to give 
greater flexibility for every kind of store. 

Display manufacturers must place them- 
selves in your shoes and face your problems 
to come up with better answers for every 
kind of store. 

Every year thousands and thousands of 
stores modernize store fronts and eliminate 
stand-up display space in their windows. 

Suddenly there is a realization that this 
window space is still needed to display mer- 


FLEXIBILITY is a key factor in the Gibson 
displays featured here. All are designed to be 
suspended as mobiles or stood on easels. They 
are two-sided for display in open-back windows. 
Besides all this they are clever presentations 
with a functional yet entertaining selling mes- 
sage. Die-cut displays such as these get away 
from the stereotyped rectangular signs seen so 
often, still in their cartons in store waste cans. 


chandise, to put up displays, to entice pros- 
pects into the store. True, a better view into 
the store has been accomplished, but, a val- 
uable display space has been eliminated. 
This display space is valuable ... and 
always will be! 

Look at these “new” windows .. . dealers 
immediately start using this space again... 
to show their merchandise and stop pros- 
pects who might otherwise go right on by! 
This renewed use of these windows (in- 
tended, when remodeled to be empty) for 
the most part is “make-shift” display. So 
this lack of “stand-up” space further com- 
plicates the display problem. 

Now ... since there is less and less stand- 
up space in windows ... and in stores... 
displays that only stand up have less and 
less chance to be used! 

The future must provide more ingenuity 
in displays to solve this ever-increasing 
problem. 
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Why shouldn’t displays be planned that 
can either stand-up or hang-up? They 
should! Then they can be used in the air... 
in a window ... or inside the store! Why 
shouldn’t they be designed to be seen from 
both sides? They should! Then they are 
attracting attention in two directions in a 
window ... or in a store! Why shouldn't 
displays be suspended and motorized to 
slowly revolve? They should! Motion dis- 
plays do attract more attention than sta- 
tionary ones. Since electrical outlets might 
not be convenient to accomplish this, why 


shouldn’t manufacturers provide “battery- 
powered” motors that allow complete flexi- 
bility? They should! Then displays can be 
positioned anywhere .. . in motion! 

Taking to the air is about the only choice 
there is in many stores for display usage. 
Every store has some bare space at a good 
vantage point where a display can be sus- 
pended. 

Today, there is less and less personal sell- 
ing so there is an ever increasing need for 
displays that talk and sell for you. Since a 
great number of purchases are made on im- 
pulse only really good displays can generate 
enough interest to encourage impulse sales. 

The selecting of displays should have the 
Same importance as selecting the merchan- 
dise you sell. Displays are important to 
help you sell! 

But again, remember ... even though 
great flexibility for displays is necessary to 
have them fit all situations . . . and is im- 
portant ... the appearance of the display, 
the idea that it has is just as important! 

A good display ...a really good display 
... the only kind that deserves your valuable 
space must have everything. Whether it is 
free, half cost or actual cost has nothing to 
do with the “evaluation.” You want a dis- 
play that gets attention, creates excitement 
and atmosphere and gets customers and 
prospects to buy. You want a flexible dis- 
play so you can put it where you think it 
will do the most good. 

You either stop people or you don’t! You 
attract customers or you don't! You get 
impulse sales or you don’t! It’s that simple! 

Take time to evaluate and select better 
displays ... because then... and only then, 
can you hope to attract more customers. 
And ... attracting more customers surely 
is your ultimate goal. 
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show more sales! 
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Forms illustrated — 
W-17 and W-47 


*made only by — 


SHOE FORM Co. INC. 


__ New York City Auburn, New York St. Louis, Mo. 
‘SS 





ITS ALWAYS MARKET WEEK 


About Space, Dor. 


156 Fifth Avenue CH 3-7566 
SPECIALIZING IN WINDOW DIVIDERS AND 
MANNEQUIN BACKGROUNDS 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 
NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 





L. A. Darling Company 
Office and Showrooms 
47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





Decorative Creation & 
Art ‘eines Co., Inc. 

13 West 27th S MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 
Imported Novelties, Settings 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTEERY BELLE mannequins 


and all other display products 
TRIMLok STORE EQUIPMENT 





Arts & Flowers Displays, Inc. 
[Air Conditioned} 
43 West 5éth St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 


Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 








Bliss Display Corp. 
37-21 32nd St., Long Isiand City | EX 2-3890 


DISPLAY PROMOTIONS 


Display Settings, Novelties, Animated Displays 


BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & importers of Artificial Flowers 
Novelties & Natural Foliages 





Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 


IANa MANIKINS 


One of the World's Largest Manufacturers 


iS W. 18th Ch 3-3626 
Frankel Associates, Inc. 
54 West 45th Street MU 7-3434 
DISPLAY FABRICS & NOVELTIES 


Exclusive display accessories, decorative 
items and unusual animated units— 
America's most complete Christmas line. 


Los Angeles — Chicago — Detroit 
The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 
MANNEQUINS 


and Promotional Displays 














Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 

OF CREATIVE DISPLAYS 


Largest Showroom in the Country 


IN NEW YUKK 


Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 
We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 


MITTEN’S LETTERS 
39 W. GO St. e¢ PL 7-6730 
Beautiful display-sign letters: 
exclusive new designer series 
in deep dimension. Over 100 
sizes and styles, all in stock. 


PRISCO BROTHERS, Inc. 
293 7th Ave. AL 5-2173 


Creators and Manufacturers 
of Display Mannequins 
since honed a 














155 Ciel Pl. WA 4-0412 
DESIGN @® MANUFACTURE 


A PRIME DISPLAY SOURCE 
RIP Studio, Inc. 
15 East 22nd St. GR 7-3650 


CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 


Functional and Decorative in All Medio 








Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 
MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 


IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 


The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


c lil Cc Display Co. 
293 Seventh Avenue WA 4-3720 
Manufacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 
ACCESSORIES 


CUT CORNERS WITH CIRCLE 





—— 








David Hamberger, Inc. 

136 West 3ist St. PE 6-0465 
MANUFACTURERS OF DISPLAYS 
Artificial Flowers, Functional Units 
Backgrounds, Novelties 


The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 


FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 








Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 


cSo¥™u|ryal™ Ry 
126 lith Ave. WaAtkins 9-2728 


ART, DESIGN & CONSTRUCTION 
for more than 30 years 
Windows — Interiors — Shows 








Jayrod Studios, Inc. 

36 West 25th Street AL 5-4055 
Specialists in Display Photography 
Windows, mannequins, fixtures 
Service of highest quality 





Tero, Inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 
Manufacturers of Finest Quality 


MANNEQUINS 





Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines — DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Colonial Decorative Display Co.., Inc. 


122 West 26th St. Al 5-9620 
ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 








Corsillo Enterprises, Inc. 
New York Showroom 
150 Fifth Ave. (20th St.), CH 2-1626 
DIRECT IMPORTERS 


Display Novelties, Christmas Decorations, 
Rattan Forms, Artificial Flowers. We sell 
only to Manufacturers and Jobbers 

















Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 





WING’S SUCCESS 


DISTINCTIVE DisrPLAY EQUIPMENT 
N.Y.C. 101 W. 31 ST., CH 4-1418, Erie, Pa., TE 3-0112 





MANHATTAN MOTION MANIKINS 
4 W. 16 St. CH 3-4705 


Excitingly Beautiful Fiberglas Plastic 


MANIKINS 
Visit Our Factory-Showroom 








DISPLAYS 
Distributors of Peter Rosa pice 


434 Sixth Ave. 
DESIGNERS and MANUFACTURERS 
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With its abundance of 
imaginative and experienced display 
craftsmen to transform this creative flair into 
magnificent as well as functional Christmas display decorations 
and promotions, you will do well to consult the 
display houses which constitute this great 
world display market. 
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BROADWAY, 
lett) , 


Valley, by Sy Krockover 


Interior trims were found on ledges and 


(top 
islands, as shown here. Slices of different citrus 
fruit corresponding to the colors of the mer- 
chandise were incorporated into the composition 
along with the actual fruit. 


BROADWAY, Hollywood, by Dan Dando (left 


center) \ tree, with the actual fruit suspend- 


ed from the limbs in rattan containers of a 


pyramid design, carried the colors found in the 
The 


was modeled on a mannequin next to the tree 


fashions in a series of windows. fashion 


and an accessory grouping was on the right. 


COLLABORATION 


@ Farmers Market Loans Props 


— Gets Free Publicity 


@ Broadway Stores Promote 
Fashions in Citrus Colors 


By DICK JACHIM 


/ \ CITRUS COLOR promotion in the 11 
Broadway stores, which are located throughout 
the Los Angeles area, created a sensation 
through its imaginaitve presentation. 

The crisp freshness of these new colors in 
these new soft-goods fashions inspired Miss 
Debbie Truax, publicity director and Dick 


Simison, display coordinator, for the Broad- 
way stores to include the actual produce from 
Los Angeles’ famous Farmers Market in their 
displays to show the authenticity of the colors 
and to connotate them. 

They received an attentive ear from Murray 
Bennett, advertising and publicity director of 
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the Farmers Market, who supplied them with 
all the fruit and other paraphernalia desired. 
This fine cooperation permitted Debbie and 
Dick to develop extravagant displays as well 
as to incorporate the theme into their news- 
paper advertising. The caption read, “Fresh, 
fresh colors from the Farmers Market,” and 
proved a stupendous success. 


The name Farmers Market is quite common 
throughout the country; therefore, undoubt- 
edly, calls forth a standardized image for 
many; that is, a focal point where farmers 
congregate with their produce for sale to the 
consumer. There could be no greater mis- 
nomer in the case of the Los Angeles Farmers 
Market which has grown in the past 27 years 
to a stature of national recognition. So a bit 
of its varied personality should be mentioned 
here to understand it as well as to realize why 
the Broadway promotion was an exceptional 
one. 

Sprawled over approximately 32 delicious 
and fascinating acres in a Mardi Gras atmos- 
phere there are 160 individually owned and 
operated enterprises. Daily they offer the 
20,000 shoppers who visit it beautiful morning 
fresh vegetables and fruits, fresh meats, fish 
and poultry, cheese of any description, fancy 
groceries from every part of the world, fresh 
bakery goods baked on the premises as well 
as candy made in bright clean glassed-in 
kitchens for the public to view. This only 
mentions a portion of what is available for 
the gourmet’s delight. 

Shops offer treasures of the orient, silks, 
clothing, jewelry, hand-made leather goods, 
south sea wood carvings, tapa cloth, and fine 
arts and crafts from all parts of the world. 
Still other shops offer regular children’s, 
women’s and men’s wear. This Farmers Mar- 
ket has its own postoffice, Railway Express, 
auto wash rack, self-service laundry, commer- 
cial and savings bank to mention a few of the 
services. 

Besides this, you can eat in any language: 
Chinese, Italian, French, Spanish and other 
international dishes, as well as all the deli- 
cious American dishes. 

Their products are shipped all over the 
country. Some even overseas. And it is a 
very favorite tourist stop when visiting Los 
Angeles. Earl B. Gilmer owns and operates 
the Farmers Market, and is assisted by John 
Gostovich, manager. 


BROADWAY, Wilshire, by Leonard Sells (right 
center, opposite page) — A large displayer filled 
with the actual fruit and accessories adorned the 
background. Ice cream tables and chairs in 
the foreground depict a portion of the sidewalk 
cafe area at the Farmers Market, and was 
utilized to present some of the citrus colored 
fashions and accessories. 


BROADWAY, Crenshaw, by Bill Thornton (dot- 
tom right, opposite page) —An array of lugs 
filled with citrus fruit created a market effect 
here with a simulated awning and a blowup of 
the Farmers Market in the background. Topiary 
trees, one at each end, had actual fruit attached 
to continue the theme. The fashions on manne- 
quins were then interspersed throughout the 
scene. 
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HANSER TACKER 


This new HANSEN TACKER drives a 34” WRITE today yohenctg agi — 
. » ates this great line. 
crown staple in four lengths from 6” to 4". “alee - - - Mustvales lis 8 


Sturdily built and weighing only 1% Ibs., it A | HANSEN MFG C0 


will assure extra support for displays, fabrics anit Decetmeeed fecnue 
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Highly embossed gold foil cardboard. Your most effective 
and versatile, yet least expensive medium for lettering. 
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‘Editorial’ Format 
at Whitehouse & Hardy 


Display Director Coffey uses prominent banner headline and 


reader which coordinates theme with merchandise. Theme usually 


ties in with some topical subject or prop that has some inherent 


interest to passersby. 


This article is by special request of readers 


who liked examples of his displays featured in the May, 1961, issue 


\ \) HITEHOUSE & HARDY windows 


are proving to be as effective trafhic-stoppers 


on New York sidewalks as the cars on the 
New York streets. Primarily responsible 
for the eye-catching window presentations 
of one of the City’s best known high fash- 
ion men’s stores is display director Albert 
G. Coffey, Jr. 

Mr. Coffey, now in his second year as dis- 
playman for Whitehouse & Hardy stores in 
New York, Detroit, Fort Lauderdale and 
Miami, has strong convictions about the in- 
gredients of a successful window, They are 
based on many years of experience in men’s 
wear — of all ready-to-wear merchandise, 
perhaps the most challenging to the imagina- 
tion of a displayman. 


“While color, texture and space treatment 
are of tremendous importance,” he points out, 
“our consistent record of attention-getting 
windows is based on our unique use of the 
‘editorial’ format.” Every Whitehouse & 
Hardy display, he explains, has an over-all 
theme (frequently topical, i.e., horse show, 
opera opening, jazz festival), presented by 
means of a banner headline, and a reader 
which coordinates theme with merchandise. 
“All merchandise is ‘family-ed’,” says Mr. 
Coffey, “to reflect that a man’s wardrobe 
must be completely coordinated, from hat to 
shoes. Props are used to dramatize the cen- 
tral theme, and we try, as well, to use a 
prop which has some inherent interest. For 
instance, we have used weather maps, a 


Rolls Royce radiator front, contemporary 
paintings, diamonds, a harp, and even a 
small yacht. A good window should also 
contain an element of surprise, either in 
color, prop, or perhaps in juxtaposition of 
two window elements.” 

To illustrate, Mr. Coffey points to the use 
of an elegantly dressed lady mannequin in 
the Whitehouse & Hardy 1960 Christmas 
holiday window. “A lady is a surprise in the 
window of a men’s store,’ he says. “She 
attracts interest on her own, but she serves 
the additionally constructive purpose of 
bolstering the idea of elegant holiday cloth- 
ing for men featured in the Christmas win- 
dow.” 

As Mr. Coffey sees it, even a painting is 
more enjoyable to look at if it has a title. 
He feels, therefore, that a “picture with 
words” — which is his way of describing 
window merchandise presented in an edi- 
torial format — is far more effective than 
just merchandise, with no idea or theme 
behind it. 

Among the window themes used by White- 
house & Hardy in recent months are: 
“Definitely Double,” a display of double- 
breasted suits which used surrealist manne- 
quins to suggest the theme; “Expressions 
in Blue”, a window of blue suits and fur- 
nishings with contemporary paintings in 
varying shades of blue; “Forecast for Spring: 
the All-Weather Coat”, a display of all- 
weather coats against a background of large 
weather maps; and “Fashions for the Road”, 
a collection of travel clothes using posters of 
the International Automobile Show. 

Mr. Coffey is frequently asked what tech- 
niques he uses to give his window merchan- 
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HEADLINES for the “editorial” displays of 
Whitehouse & Hardy shown on the opposite 
page are: Top left, “Fashions for the Road” 
with the auto in the rear alcove and the 
International Auto Show posters; top right, 
“Christmas with Love” with the lady 
mannequin and Christmas tree; bottom left, 
“Forecast for Spring . . . the All-Weather Coat” 
with the weather maps — isobars and all; bot- 
tom right, “Invasion! The British are Coming 

Again!” with musket, drum and small 

cannon. 


dise the flawless effect for which he is 
noted. “I have no special trade secrets,” he 
explains. But, he adds, there are a few 
tricks to give merchandise clean lines, with- 
out wrinkles and bubbles: a cardboard skirt 
under a suit jacket; cardboard for the cuff 
of a garment; no wadding, since cardboard 
foundations take its place and give a neater 
look. Shirts are shown on shirt boards; 
sport shirts are displayed on shirt forms. 
Forms, he points out, don’t need to be thrown 
out every time the style changes: they can 
be altered with cardboard. Mr. Coffey rec- 
ommends the use of tie blankets to re- 
inforce new tie colors. And, in order to 
display shoes effectively, he rests them on 
square pedestals of different heights. This 
technique, he feels, enhances visual interest. 
Whitehouse & Hardy, Mr. Coffey explains, 
has the advantage of working closely with a 
public relations agency, Edward M. Meyers 
Associates, Inc., in the planning of all win- 
dow promotions. Representatives of the 
Meyers agency attend weekly store meet- 
ings of executive personnel at which win- 
dows are discussed. All store personnel are 
alerted to the window program for the entire 
season, and Whitehouse & Hardy manage- 
ment feels their familiarity with the window 
program makes them better salesmen. Win- 
dows change every ten days, and Mr. Coffey 
always watches carefully for public reaction 
to a new display. He observes that passers- 
by really do stand in front of the window 
and read the copy carefully, usually for 
about three or four minutes, and especially 
in the evening, when they aren’t so rushed. 
Mr. Coffey sums up his approach to win- 
dow display by observing that a window 
should try to achieve something like a paint- 
ing does in the way of composition, color 
and texture. That he has been successful 
in his aim is attested to by several display 
awards he has received, and by the evident 
success of Whitehouse & Hardy “editorial” 
windows emulated by many top stores. 
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Walter Wood Joins 
Darling Sales Staff 

Walter Wood recently joined the sales force 
of the L. A. Darling Company, Bronson, 
Mich., as manager of their Chicago office at 
222 W. Adams St. He replaces F. E. Mc- 
Donough, who has been with the company for 


Walter Wood 


many years but recently started a new business 
venture of his own. 

Mr. Wood, a former St. Louis resident, was 
with the American Fixture Company in charge 
of the Chicago area before joining L. A. 
Darling Company. He has had many years 
experience in the display and merchandising 
equipment field and is well-known in the Chi- 
cago area. 


NRMA Promotion Calendar 
For 1962 Available 

Many retailing executives including display 
directors are familiar with the Sales Promo- 
tion Calendar issued annually by the National 
Retail Merchants Association. It is desk-top 
size, plastic bound and contains worksheets, 
monthly tables of events and a world of in- 
formation on various facets of retail sales 
promotion. Write to NRMA at 100 W. 3lst 
St., New York City 1, for a copy of the 
descriptive brochure. 


Ferrocraft Installs 
Anniversary Display 

To contribute to the 150th anniversary cele- 
bration of its hometown of Morganfield, Ky., 
Ferrocraft installed the window display shown 
here at its factory. Attracting much attention, 
according to Jerry Denton, president, were the 
old garments, parlor organ (not shown in 
photo) and other memorabilia. All work was 
done by Ferrocraft employees. 











“ott CKUM 
OF THE 


DISPLAY WORLD 


45 33, Ol 
2-SIDED 
Pressure - Sensitive 
ADHESIVE 
in TAPE form 


Gadtest, Neatest, Easiest 
Way le Mount Any Display! 
This handy, 2-sided form of self- 


sticking Kleen-Stik cuts time and 
costs on every type of display con- 
struction and posting. Replaces 
and out-performs “overlay” tapes, 
glues, cements, tacks, staples, etc. 
Instantly bonds anything to any- 
thing with a quick peel-and-press. 
King-size 108-ft. rolls, 4%”, 34”, or 
1” wide in convenient Dispenser 


Pack. 


(~ | @ Needs no Water, 
& heat, or drying 


@ Invisible — 
(~ 7 sticks between surfaces 
@ Ideal for 
f every fastening job 


Four Art Supply Dealer — or 


send $1.79 with coupon for 
full-size trial roll 2’ wide. 


KLEEN-STIK PRODUCTS. INC. 


Dept. W, 7300 W. Wilson Avenve 
Chicago 31, Illinois 
RUSH Dispenser Pack Roll of Kleen-Stik 
2-Sided Adhesive. $1.79 enclosed. 
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DISPLAY 
Here... and [here 


THESE FOUR CHRISTMAS DISPLAYS were 
crowded out of our September and October issues, but 
still may provide someone with last-minute ideas. 


JAYS, Danville, N. Y., by James H. Kramer (right)—For the 
past ten years it has been the policy of this decorative materials store 
to instail a religious window during the Christmas season devoid of any 
saleable merchandise. Since this is the store’s only window, this is 
accepted as quite a departure from normal commercial attitudes during 
this season and the store has received numerous compliments. This 
setting consists of two columns wound with green velvet ending in a 
peak over the center. Beige brocade fabric is draped in the same 
fashion inside the columns . . . A porcelain Madonna and Child sits 
atop a pedestal and is framed in a glittering sunburst and wreath of 
pale blue taffeta. Two candelabra sconces on the column give the 
setting a regal atmosphere. 


W & J SLOANE, Beverly Hills, Calif., by James 
Hassinger (left)——The institutional window showed 
a revolving carousel with silver and jeweled reindeers 
ridden by children. The snow was heavy, but others 
braved it to watch the happy scene. A huge tree trimmed 
elegantly with crystals, pearls and blue lights centered 
the carousel. 


OHRBACH’S, Wilshire Blvd., Los Angeles, by 
William F. Meissner (left) —— Combining the 
Christmas theme with many gift suggestions was artfully 
accomplished here. Partitioning the windows into 
arched alcoves in a finish of antique gold, white and 
silver, Mr. Meissner draped the background with hand- 
painted Christmas scenes on silk. The end arches were 
trimmed with silver obelisks and the center one with a 
pastel green tree decorated with gold ornaments and mini- 
ature lights of varied colors. Then, on the white enameled 
floors and in the alcoves, many gift suggestions were 
presented. 


H. S. WEBB, Glendale, Calif., by Al Thompson 
(left)—_In the corner window, the background for 
lingerie showed a city park scene. The realistic skyline 
was painted on flats, while snow on the ground and the 
white flocked tree created the desired wintry feeling 
associated with Christmas. The background as well as 
the snow and tree exuded with clear twinkle lights to 
add a sparkle to the composition. Exaggerated coiffures 
of pink angel hair on the maidens dramatized the very 
feminine lingerie. 
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Simmons Opens Office 
As Display-PR Counsel 


Gurdon Simmons, display industry and 
packaging promotion specialist, has opened his 
own office as public relations counsel and 
merchandising consultant in the Dale building, 
Allendale, N. J. 

As public relations director of one of the 
country’s leading producers of point-of-sale 
displays, Einson-Freeman Co., Inc., Long 
Island City, N. Y. for the past 14 years, Mr. 
Simmons chalked up an outstanding record 
for initiating and implementing many display 
merchandising programs that won nation-wide 
attention. 

In his new role as industry consultant, Mr. 
Simmons intends to help national advertisers 


Gurdon Simmons 


obtain greater placement of window and in- 
store displays directly or through their dis- 
play suppliers, through a practical 3-point 
“Display Placement” prograni. 

The program which is basically simple, and 
based on a pattern followed by the more suc- 
cessful national advertisers during the past 14 
years, ranges from (1) giving more practical 
consideration of retailers problems in _ the 
initial stages of creating a display campaign to 
(2) giving the advertiser’s sales force “reasons 
why” it pays the salesman to help obtain 
greater display placement and (3) a program 
directed to the retailer to demonstrate how his 
use of the forthcoming display material can 
increase his sales (and profits) generally. 

A more recognizable tie-in with national 
advertising, TV and radio in the display cam- 
paign, figures in the 3-point program. 

Mr. Simmons has written numerous articles 
on displays and related subjects, even as far 
back as 1932 for DISPLAY WORLD. 
European Display Market 
At Rotterdam, Holland 


The first exhibition of display materials by 
continental European manufacturers and im- 
porters is scheduled for December 18-20 at 
Ahoy Hall, Rotterdam, Holland. In conjunc- 
tion with the exhibition will be speeches con- 
cerning new products, sales promotion, point- 
of-purchase displays, public relations and dem- 
onstrations of new materials and techniques. 

The Dutch Display Society hopes to pro- 
mote a continent-wide organization of display- 
men at that time. The Dutch group is re- 
sponsible for the Display Market. 

American and British firms have shown 
interest and are welcome to exhibit space. 
Further information about rules, conditions 
and application for space should be mailed to 
Display Market, P. O. Box 936, Rotterdam, 
Holland. 
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Background or Foreground 


VICRTEX VEF VINYL FABRICS 


Vicrtex Wallcoverings conform- 
ing to U/L specifications now 


available on request. *vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones ... 50 textures — boldly 
modern to unusual exotics. 


Easy to use; reusable for years, because they're virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE ° NEW YORK | e Phone: LOngacre 4-0080 














OUTDOOR CHRISTMAS DECORATIONS 


Deck your lawn or doorway with a set of 
these special displays to create the Christ- 
mas spirit. Rigid full-round 36” high molded 
plastic shapes, assembled with 100 watt 
lamp in base. Optional decorated faces 
(specify): Santa, Tree or Candle. Shipped 
freight collect. $15.00 ea. Send for color 
brochure. Complete catalog ‘Christmas 1961’ 
also available, depicting 60 units (in color) 
illustrating our complete line of Illuminated 
Plastic Outdoor Christmas Decorations. 


GENERAL PLASTICS CORPORATION 


P. O. BOX 747 . MARION, INDIANA 











New Showcard “Longmaster” 


For Long Signs and Streamers 

Long window streamers, store pennants and 
banners; made to order quickly and inexpen- 
sively: That’s the story of the new Long- 
master sign printer announced by the Show- 
card Machine Co. It prints all sizes of signs 
up to 45 inches long, 15 inches wide. 

Like all Showcard machines the Longmaster 
prints from reuseable type. Composition re- 
quires simply putting the specially slotted type 
on a bar and then puttting the bar in position 
in notches at the side of the bed. Cuts and 
electros can be printed as well as type. 

The Longmaster also contains an automatic 
inking unit, which makes it ideal for those 
jobs where multiples of the same sign are re- 
quired. Type is inked simply by rolling the 
ink carriage across the type set-up; each 
operation of the ink carriage rotates the ink 
plate automatically. 

To prevent blurring or smudging an in- 
genious toggle arrangement lifts the impres- 
sion cylinder away from the type when the 
cylinder is backed across the set-up. To 
compensate for varying thicknesses of stock 
the impression cylinder can be adjusted in 
seconds by turning a small hand wheel; this 
can be locked to maintain desired pressure 
setting. 

The Longmaster is intended for heavy duty 
use. Machine proper is made of cast steel. 
Liberal use of antifriction bearings practically 
eliminates wear, provides smooth operation, 
reduces operator fatigue. It is guaranteed a 
full five It comes complete with all 
accessories, including: fRKugged steel stand, 11 
fonts of type in six sizes, necessary type bars, 
ink and rollers and two large all-metal type 
racks. Full information can be obtained by 
writing the firm at 320 W. Ohio St., Chi- 
cago 10. 


years. 


Leaflet Describes 
Adhesives, Coatings 

Available upon request fromm Adhesive Prod- 
ucts Corporation, 1660 Boone Ave., New York 
City 60, is a leaflet telling about all the 
versatile adhesives and decovative finishes de- 
veloped by the firm. Particularly interesting 
concerning liquid glitter, 
polyethylene lacquer, aluminum foil coloring, 
Styrotoam coloring and lhquid rubber for 
molds. The firm also attenipts to solve any 
specific adhesive problems put to them. 


are the comments 
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LONGMASTER 
printer by Showcard Ma- 


sign 


chine Co. comes equipped 
with rugged steel stand, 
1l fonts of type and all 
other necessary materials 


and accessories. 


More Holiday Decorations 
From General Plastics 

Several new Christmas decorative items 
are being introduced to the display field by 
General Plastics Corporation, 1400 N. Wash- 
ington St., Marion, Ind. They are a huge, 
jovial Santa Claus, a stunning 7-point Aztec 
star, and 3-foot high conics. All are of 
Tenite butyrate plastic and completely 
weather-resistant. 

The Santa is 8-feet high, illuminated and 
vacuum-formed in three pieces and comes 


one- or two-sided. The dual-faced star is 
over 3 feet in diameter and 19 inches deep 
and is formed of crystal-clear butyrate. The 
cone-shaped decoratives are screen-printed 
on the underside of the plastic sheets before 
extrusion to protect the colors. They come 
on conventional lamp bases for illumination 
from within at night. Write for additional 
information and nearest source. 


ERRATUM 

Photo of a Christmas exterior display at 
the bottom of page 30 of the October issue 
was incorrectly identified. It should have 
been John Wanamaker Westchester, Cross 
County Center, Yonkers, N. Y., instead of 
Wanamaker’s, Westchester, Pa. Vincent 
Caminiti is display director as noted cor- 
rectly. 


New Message Repeater 
Opens Display Possibilities 

Your silent display salesmen no longer 
need remain silent. A very reasonably priced 
message repeater can be used in conjunction 
with your displays and deliver a sales pitch 
up to a minute in length whenever the 
mechanism is actuated or continuously. It 
comes equipped with a coin slot trigger that 
delivers the message when coins are dropped 
into a vending machine. Two optional actua- 
tors are body proximity — the presence of a 
person within four feet starts the message, 
and the floor mat — a hidden trigger under 
a floor mat is actuated by foot traffic. Photo 


electric eyes and any other electrical contact 
closure commercially available can be used. 

The POPA — standing for point-of-pur- 
chase advertising — is essentially a fully 
transistorized player of pre-recorded mag- 
netic tape, which can be made on a standard 
home tape recorder and formed into a con- 
tinuous loop. 

Power consumption is 35 watts and needs 
a nearby 115-volt outlet — no power is 
consumed until it is activated. 

Quite compact and yet containing a power- 
ful amplifier and speaker, POPA is 12% by 
334 by 5 inches. 

National distributor for the product is 
Winston Associates, 512 Bulkley Building, 
Cleveland 15. It is manufactured by Perry- 
Briggs Company of the same city. 


Grossberg Elected 
By St. Louis Guild 


Roland L. Grossberg, display director of 
Sears, Roebuck & Co., was elected and in- 
stalled as the 1961-62 president of the St. 
Louis Display Guild. Louis Hoell, American 
Fixture Co., will serve as chairman of the 
board of directors. 

Other new officers are: William Wade, 
formerly with display at Sears, first vice- 
president; Ralph Dauer, Cunningham’s, sec- 
ond vice-president; Miss Veda Humphrey, 
General Display Corp. representative and 
freelance fashion display consultant, secretary ; 
Harvey Aguado, Union Electric Co., treasurer, 
and Paul Kloeris, retired display director of 
Union Electric Co., sergeant-at-arms. 


Large Styrofoam Balls 
By Ben Walters 

Ben Walters, Inc., 156 7th Ave., New York 
City 11, is now making what are reputed to 
be the largest Styrofoam or Snofome foam 


plastic balls available. Sizes are from 10 
inches up to 48 inches in diameter. Balls are 
solid throughout. 
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New Motor Introduced 
By Merkle-Korff 


An all-new fractional horsepower gear motor 
has just been developed by the Merkle-Korff 
Gear Company of Chicago. This unit has a 
flat configuration, as shown in the photograph, 
and fits into minimum space. It develops up 
to 30 pound-inch torque for continuous duty 
and has an even higher rating for certain types 
of limited duty applications. It is powered by 
a 2-pole, shaded pole, unidirectional induction 
motor, built to quality standards. The gear 
cas€ is a non-ferrous casting heavily reinforced 
to provide maximum strength and rigidity. It 
is precision machined and contains hardened 
and ground gear shafts for accurate gear 
alignment. 
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This new unit is identified as No. WF and 
develops 100 to 120 per cent starting torque. 
While the WF is designed for horizontal 
mounting with the motor above the shaft, it 
can easily be mounted in any required position. 
An important feature is that the drive shaft 
can be extended from either of both sides of 
the gear case. More information is available 
from Merkle-Korff Gear Company, 213 N. 
Morgan St., Chicago 7. 


Times Has Article 
About Cecilia Staples 


On September 13, the New York Times ran 
an illustrated article about how the Christmas 
rush was already on in the plant of Miss 
Cecilia Staples in Brooklyn, where the firm 
was busy preparing store Christmas displays. 
It discussed the process used by Miss Staples 
in making the numerous display figures for 
which she is well-known. 


Zone Opens Business, 
Seeks New Lines 


L. Daniel Zone, formerly general sales 
manager for several West Coast display firms 
for the past 25 years, has now established his 
own business to be known as Zone Display 
Fixtures. The address is 7025 Melrose Ave., 
Hollywood 38, Calif. He is seeking inquiries 
regarding jobber representation from Eastern 
display firms. 
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TRY IT AND YOU'LL NEVER AGAIN BE WITHOUT THE 


PORTA-SHELF 


MOVABLE DISPLAY HOLDERS 


@ Low Cost 


@ Quickly Installed On 
Walls, Show Window Dis- 
plays, Efc. 

@ Easily Removed From 
Bracket When Not In Use 

@ Sturdy, All-Metal 


@ ideal For Displaying 
Small Appliances, Hard- 


art ware, items, 
_ Food, Shoes, Hats, Etc. 





DISPLA-O-RAK Complete with Bracket, 
~—_ 
25x40x414%”" Tall. leg } $790 


shelves adjust in height. . 
Easily opened, folded. oR Pair 


ideal for Window or \ $39.00 Doz. 
Floor Displays. ——— \ 
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Write — or Phone JU 9-9158 Today 


$1095 Z 
7. a, LOUISVILLE METAL PRODUCTS CO} 


1101 West Oak Street. Louisville, Ky 
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ET §«—- TWO-SIDED CARD-TOPPERS THAT DOUBLE 
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MOST PRACTICAL! MOST ATTRAC- Toaay $ SPECIAL 


TIVE! LOWEST PRICED! A NECESSITY 
IN EVERY STORE! 





USE ON carp. The Air Space over your Card Frames can Build Sales with 
strikingly attractive Card Toppers that spotlight attention to 
every card frame sign in your store. Lithographed in Red 
with Strong White Letters front and back on White Board 
Stock, they’ll be seen coming and going. Attractively die-cut 
and ingeniously designed to fit all popular sized card frames. 
12 store-tested titles that inform and stimulate business. The 
cost is small, the effect is great. Order today! 


CHOICE OF 12 DIFFERENT TITLES — 4 SIGNS OF A KIND TO A PACKAGE: 
ZPT-1 Special SALE ZPT-8 Discount Bargains today & every 
Today's SPECIAL day! 
Drastically Reduced ZPT-9 Serve Yourself and SAVE! 
Clearance SALE ZtPT-10 CHARGE iT?... of coursel 
As Advertised ZPT-11 Use our convenient LAY-AWAY 
Marked Down AN 


PL 
KING-SIZE Savings #PT-12 if you don’t see what you wont 
thruout the please ASK FOR IT! 
entire store 
rT PACKAGE OF 4 OF A KIND $1.00 — 6 PACKAGES FOR $5.00 
ae Siass WOOD, go) 50¢ Handling charge on orders under $2.00. Guaranteed Spot Delivery! 


METAL SHELVES RED WING PRODUCTS 


THE RED WING BUILDING © NEW HYDE PARK, N. Y. 


FRAMES & 
SIGN HOLDERS 


USE AS Write for illustrated Catalog showing our 
SELF-STANDING complete line of Display Equipment & 
SIGNS IN WINDOW & STORE Store Supplies. Jobbers’ inquiries invited. 
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", ele)» COLUMNS 


COLUMNS CARRIED IN STOCK 


ANY SIZE OR DESIGN 
MADE TO DETAIL 








Hand and Automatic Wood Turning 
Established over 50 years 


American Wood Column Corp. 


913 GRAND ST., BROOKLYN 11, WN. Y. 
STagg 2-3163 
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No. 105 No. 140 No. 150 No. 135 No. 160 
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ROBERT CISSELL, display’ director of Blach’s in Birmingham, Ala., 
Arthur Herndon, display director of Henry’s of Wichita, Kan., and Edward 
Behme of Bullock’s display department in downtown Los Angeles have 
received $150 awards for the best store window displays of the French 
Tease girdle by The Olga Coiapany, Van Nuys, Calif. Sharing the honors 
are buyers Rosalie Hertz of Blach’s, Bertha Meade of Henry’s and Sally 
McElhanney of Bullocks. 


Winners were selected by Costume Designer Don Feld of 20th Century 
Fox Studios, Design Instructor Robert Wynquist of Chouinard Art Institute, 
“typical customer” Mrs. Isabel deLuque of Santa Monica, Calif., and 
“first lady” of design, Olga. 


A French-Victorian boudoir setting (right) was Blach’s background 
for a mannequin wearing the panty girdle. Extra merchandise was draped 
on dressing table and chair. Sign copy read, “French Tease — the fashion 
under fashion.” 


Window by Henry’s (above) displayed the panty girdle on a manne- 
guin with headdress of white plumes. Background panel was constructed 
and covered in a cerise pink moirre satin. Large cutout opening, center 
of letter O of Olga, affords a view of an enlarged hand painted stage 
scene from the Lido spectacular in Paris. Sign stated, “Olga plays an 
important role in today’s fashion trends.” 


A traffic-stopping collection of diamond bib necklaces from the famous 
Joseff Cinema Collection, loaned by Joan Castle Joseff, was draped on a 
black screen in Bullock’s display (not shown). Mannequins in the panty 
girdle in both white and black stood beside the screen. Sign copy read, 
“The panty girdle for a more glamorous you.” 
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B. R. BAKER COMPANY, Toledo, Ohio, is the winner of the nationwide 
“Mexicana Gold” Competition for the best color-coordinated window pro- 
motion of Spring 1961, it is announced by McGregor-Doniger, Inc., 
manufacturers of McGregor Sportswear for men. 


Two-week vacation trips for two, including air transportation via 
Aeronaves de Mexico and lodging at Del Prado hotel, Mexico City, and 
Prado Americal hotel, Acapulco, have been awarded to Clarence Reiling, 
B. R. Baker’s sportswear buyer; Edward L. Peterman, display manager; 
and Ben Fosenbloom, McGregor sales representative. 


The theme of the winning window (shown above) was “McGregor’s 
Gold Mine of Casual Coordinates for Spring,” spotlighting a mountainous 
Mexican locale, a gold mine replica, and a 500-pound concrete Mexican 
Burro. 


Winners of Honorable Mention Were: Ejisenmann’s, Republic of 
Panama; Kennedy’s, Boston; Kann’s, Washington, D. C.; Maas Bros., 
Tampa; New Utica Clothing Co., Des Moines; Sherman Shop, Rhinebeck, 
N. Y.; Gimbels, Philadelphia; Holloway’s, Milledgeville, Ga.; Abdalla’s, 
New Iberia, La.; S. R. McRae Co., Jackson, Miss.; Carl’s Men’s Shop, 
Washington, D. C.; Bresee’s, Oneonta, N. Y.; Cohn-Turner Co., Baton 
Rouge, La. 
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NOVEMBER, 1936 

Carl V. Haecker was named head of retail 
display at Montgomery Ward & Co., Chi- 
cago; he had been with the firm for the past 
nine years. 

First prizes in the display contest spon- 
sored by the Knitwear Institute, Inc., went 
to I. A. Fisher, ZCMI, Salt Lake City, and 
James J. Butler, W. M. Norvell Company, 
Chillicothe, Ohio. 

The Greater St. Louis Display Club elected 
the following officers: president, Irwin Hiff- 
man, Hiffman Display Advertising Company ; 
first vice-president, William Schrick, Scruggs, 
Vandervoort & Barney; second vice-presi- 
dent, Oliver Pechman, Pechman Display 
Service; secretary, Arthur Meyers, local 
representative for Maharam Fabric Corpor- 
ation; treasurer, Elmer Thieman, Display 
Service Studio, and sergeant-at-arms, Ted 
Talisman. 

R. T. Painter joined Leopold Adler, Sa- 
vannah, Ga., as display manager. He had 
occupied a similar position with Lebeck 
Brothers, Nashville. Charles R. Crawley, 
who left the Adler post, joined the George 
B. Peck Company, Kansas City, Mo., as first 
assistant to George H. Wagner. 


NOVEMBER, 1951 

Editor R. C. Kash of DISPLAY WORLD 
gave an illustrated talk on the actual circu- 
lation value of display before a sales promo- 
tion meeting of several hundred gas and 
electric appliance dealers from the territory 
surrounding Cincinnati. It was conducted 
by the Cincinnati Gas & Electric Company. 

John R. Foley, window display manager 
for Macy’s, New York City, was awarded 
a check for $1,000, a silver tray and a cita- 
tion for his part in arranging and staging 
the “Italy-in-USA” promotion for the store. 

On November 6, the Chicago Display Club 
held a barn dance festival. The report states 
that a 10-inch snow blizzard failed to dampen 
the spirits of the crowd that braved the 
storm. 

New officers elected by the Detroit Display 
Club were: President, Robert E. Lee, J. L. 
Hudson Company; first vice-president, Hugh 
A. Ferguson, Copy Craft, Inc.; second vice- 
president, Tice Vicary, Detroit Edison Com- 
pany; third vice-president, L. R. Welts, 
Richman Brothers; fourth vice-president, 
Don Ferguson, Clayton’s; secretary, Frank 
E. Whitelam, Doerr & Associates; treasurer, 
Ralph D. Johnson, J. L. Hudson Company. 


Montgomery Ward Realigns 
Sales Promotion Division 

FE. M. Powell has been appointed manager 
of the new retail sales promotion division of 
Montgomery Ward and Co. He was formerly 
general sales promotion manager. The retail 
sales promotion department was redesignated 
the retail advertising department, with C. A. 
Peterson continuing to manage this depart- 
ment. He and G. D. Maxon, display depart- 
ment manager, will report to Mr. Powell. 

The company’s product and package design 
department, formerly a part of the general 
sales promotion division, will now report to 
R. L. Reeves, manager of the manufacturing 
and services department. 
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NOW — the Distinctive Charm 
of Authentic “Sweetheart” Decor! 


“ice Cream" Chairs 
Bar Stools 
Vanity Stools 
Table Bases 
Table Tops 


Here is one of America’s all time furni- 
ture favorites, now available in a new 
array of styles, colors, and finishes. 
Authentic “Sweetheart” design is ideal 
for special promotions, window and 
floor displays. 

Superb, steel alloy construction is 
practically impervious to wear — eco- 
nomical to buy. Write for complete 
information. 


SIMPSON-BOSWORTH CO. 


1745 N. Richmond Ave. 
Chicago 47, illinois 











*BURLON BURLAP in plains and prints 


Made by only one mill in all India from the finest quality jute yarns. 


SUPER QUALITY “BEST YET" QUALITY 
*BURLON BURLAP 


Ideal drapery or sportswear fabric. A profitable volume item. Unbeatable 
24 solid, vividly dyed colors, 40" wide. for draperies and cafes. 
Prints, 48'' wide, five colors. Nineteen solid colors. 


Also, Genuine Knotted Fishnet — Xmas Tinsel Fabrics 
Monks Cloth — Organdy — Broadcloth — Duvetyne 


VAN ARDEN FABRICS, INC. 
9 North Moore Street @ New York 13, N. Y. © CAnal 6-4700 
*BURLON is the trade-mark of Van Arden Fabrics, Inc., for its superior quality 100 percent jute burlap. 























ENHANCE YOUR DISPLAYS with 


FLOCKING IT’S QUICK... IT’S EASY 


OBTAIN UNIQUE, BEAUTIFUL EFFECTS AT LOW COST 


Special complete Flocking Kit includes a Compressor . . . Flock Gun with Three 
Jars ... Adhesive Spray Gun with Cup and Two, Fifteen Foot, Air Hoses. 


Famous Non-Inflammable "FA-10" Flocking Adhesive dries rapidly . . . is colorless 
.. + has a pleasant odor and will not stain or discolor Flock. 


Rayon Flock of finest quality available in 15 Beautiful Colors and Cotton White. 


Non-Inflammable “Sparkles” and “Giant Sparkles” pick up reflections that add 
brilliance and life to any Flocked object. 


WRITE FOR FREE ILLUSTRATED CATALOG AND COLOR CHART 
COMLETE FLOCKING INSTRUCTIONS & SUPPLIES ARE SHOWN 


SCHUPP FLORIST SUBPRLY. Co, c=" 








FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


REZE2ERS 
® ELECTRIC COMPANY 


3055 RIVER ROAD RIVER GROVE, ILL. 





M |, Seer EXHIBIT — “Man and 
a ' } Communications” — has been acclaimed one 
of the outstanding attractions at the’ Inter- 

national Labour Exposition which opened 

recently in Turin, Italy, in the newly-com- 

pleted glass-and-steel Exposition Building. 

a i i Sponsored by Office of International Trade 
Fairs of the U. S. Department of Commerce, 

12 of America’s leading industries, a federal 

bureau, a branch of America’s armed forces, 


& & 
and Harley Earl Associates, Inc., one of the 
Q ‘ i 7 ; } munca 1OnS nation’s leading industrial design firms, have 
cooperated to produce an integrated exhibi- 


tion which no doubt comprises the most 
modern and impressive communications show 
of this kind ever assembled. 


: ‘ . The millions attending this six-month- 
long exposition (commonly called Italia ’61) 
U. S. Exhibit at Italia 6l are being treated to one of the rarest elec- 


tronics-and-communications mixes imagin- 
able. From the time they enter the “U.S.A.” 
doorway to become oriented via eight 2-foot- 
diameter screens and electronic listening 
devices, to the time they see the U. S. Navy’s 
America’s 22,000-square-foot, two-floor exhibit at the exact replica of its prospective 600-foot- 
diameter radio telescope, these crowds are 
International Labour Exposition, Turin, Italy, is one being treated to a thrilling and even awe- 
inspiring experience. 
of the outstanding attractions of the six-months-long Such is the effect of the 22,000-square-foot 
two-floor exhibit which personifies American 
ingenuity, progress, design and accomplish- 
obstacles, many of which can be eliminated in future. ment to the millions who see this country in 
. competition with 19 other nations in this 
exposition which celebrates the 100th anni- 
versary of the unification of Italy. 
The three-man Harley Earl team chosen 
to accomplish the exhibit, had an interna- 
tional flavor and a blending of ethnic back- 


fair. Erection of exhibit presents problems and 
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by a visitor at the 
International Labour 
Fair at Turin, Italy, 
is shown by these two 
floor plans. Arrows 
ERTRAACE show how visitors pro- 
ceed from display to 
display, where they 
take the escalator to 
the mezzanine; how 
they proceed on the 
second floor; where 
they return to the 
Lote | first floor for summa- 
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grounds which was unique. There was Man- 
uel Jarrin, originally an Ecuadorian; George 
Moy, born of Chinese parents, and C. Craig 
Paul, a Massachusetts Yankee and vice-pres- 
ident for design of the Earl firm. Mr. Paul 
was placed in charge of the project in 
August 1960. 


Construction Problems 


Mr. Moy, who was in charge of the entire 
construction of the Exhibit, ran into such 
difficulties as these: 

All drawings had to be according to the 
metric system. This brought about some 
sticky situations. For instance, whereas here 
plywood sheets of 4 by 8 feet are standard, 
the best that can be done in Italy is a sheet 
which is close to that measurement. Hence, 
whenever anything is being fabricated to 
close tolerances the situation is aggravating 
and time consuming. 

Again, whenever necessary to secure for- 
eign-made substitutes for American prod- 


Language frequently turns out to be a real 
barrier, even though provided with normal 
interpreters. For instance, Mr. Moy, while 
he had a good interpreter, frequently was in- 
effective because these interpreters seldom 
know the design and construction terms in 
their own language and therefore have diff- 
culty in relaying anything technical or in 
the form of a trade jargon to the workers or 
contractors. 

In events such as this International La- 
bour Exposition, the pool of skilled workmen 
is usually limited. Hence, it gets almost 
impossible to get emergency work, especially 
when the deadline for opening is approach- 
ing. 

Also, the quality of the work is not good, 
although the speed of accomplishment was 
good. 

Another thing which created some diff- 
culties was that the contractors, on the 
excuse of expediting, quite often took “short 
cuts” which also, on some occasions, pro- 


... rotating colors 
or dramatic stationary colors 


For Imaginative Lighting Effects 


COLG:LU M, 


DISPLAY LIGHT. 


SIX STANDARD INTERCHANGEABLE HEAT 


RESISTANT GLASS LENSES 


SWITCH CONTROL FOR ON-OFF. stAflONARY 
OR ROTATING COLOR 


SYNCHRONOUS MOTOR AND GEARING PRO. 
TECTED BY ADJUSTABLE CLUTCA 


ALL ANGLE SWIVEL POSITIONING, 
TICAL, 360° HORIZONTAL , 


TWO, THREE OR MORE GOL-O-LUM aere 
LIGHTS CAN BE SYNCHRONIZED 
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USE FOR 

Display Windows 
Amusement Centers 
Church Decorations 
Convention Exhibits 
Merchandise Display 


HARLEY EARL, board chairman of 
Harley Earl Associates, Inc. and 
former General Motors vice-presi- 
dent in charge of design, is shown 
here at left as he recently reviewed 


ucts, quite often it was found that, while a 
reasonable substitute could be secured, they 
were anything but ideal for accomplishing 
the job. A case in point was a floodlight 
which needed to have a good spread of light- 
ing. This was unable to be accomplished. 

Wherever possible, Mr. Moy suggests that 
American materials be secured; this is par- 
ticularly preferred wherever close tolerances 
are involved. 

Another thing: When you have the situa- 
tion of having certain component parts of 
an exhibit manufactured in the United States 
and others manufactured in a foreign coun- 
try, complications seem inevitable. It is 
better to have all the components manufac- 
tured in America, or in the foreign country. 


progress on the U. S. Exhibit with 
Manual Jarrin, one of the three-man 
team which handled the project for 
Harley Earl Associates. 


duced complications. 

Mr. Moy found that foreign workers need 
to be instructed very specifically in erecting 
safeguards to protect fabrication or work 
which already has been accomplished. He 
gave as an instance the neglect to erect pro- 
tective barriers around the freshly-poured 
concrete. Several instances occurred where 
careless workers necessitated a refinishing. 

Long before actual construction began, 
the Harley Earl team researched the proj- 
ect and the communications field. Bettman 
Archieves, New York Museum of Art, Time 
Inc., and a host of manufacturers cooper- 
ated. They consulted with Pier Luigi Nervi, 
the internationally famous architect who 
designed the striking new glass-and-steel 


HERE is the way the presentation model was prepared. Method of preparation was cardboard, 
folded into shapes secured by appropriately-colored adhesive tape, the use of Plexiglas for window 


wall with the uprights made of Mylar Tape. 


Columns and ceiling duplicate the actual technique 


employed by the designer of the immense new exposition hall, Pier Luigi Nervi. 
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STETSON MANUFACTURING COMPANY 


1223 SO. CIRCLE AVE FOREST PARK. ILLINOIS 
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Attention DISPLAY MEN 


BRING OUT THE BEST 
IN YOUR WORK 


USE "The Quality Line" 
For Your Backgrounds 


Insist On Bulktou 
107 In. Wide SEAMLESS Paper 


5 FASHION-RITE 
COLORS 


Available in 


Write for 
Free Coler Card 


© INSPECT your DELIVERIES — « Don't Accopt « Substitute 


Don't Be Switched 


SUPPLIED BY A RELIABLE SOURCE 


JOBBER INQUIRIES INVITED 


BULKLEY DUNTON & CO., INC. 


CORRY 2-8257 CORRY. PA 


MSIST ON A PROWEN PRODUCT 





VIEW of Upjohn Brain 
Exhibit as seen through a 
planting area, illustrating 
another means of dividing 
and controlling visitor traf- 
fic. Symbol at right is that 
of the United States Ex- 
hibit, an arrow entering 
a circle containing four 
dots. 


PART of “Communications 
in the Home” exhibit on 
second floor of U.S. Ex- 
hibit, featuring stereo high 
fidelity set. 











CLASSROOM EXHIBIT 
shows communications fa- 
cilities as used in educa- 
tion, including TV moni- 
tors (extreme left and right 
on back wall) ; also motion 
picture projection facili- 
ties. 





IBM EAHIBIT shows data 
processing equipment and 
TV monitor. 


WORKMEN are shown installing the Questions Trylons, a part of the SHOWN HERE is one of the elements of the U. S. Exhibit’s 
IBM Ramac Complex. Panels are applied to the face of each Trylon, Satellite Area. In process (center) is the beginning of the 
with the questions printed thereon. Spectators then choose the ques- airbrushing of the world map. Triangular light boxes were 
tion they want answered; Ramac answers promptly. This was one of used to illuminate the Plexiglas sheets on which the map was 
the most popular of the U. S. displays. airbrushed. 
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exhibition hall, in which Italia ’61 is being 
held, and with Gio Ponti, another widely 
known Italian architect who created the in- 
terior motif and various features of the In- 
ternational Labour Fair. 

They created the symbol of the United 
States Exhibition/Italia 61 — an arrow 
entering a circle in which four different- 
colored dots are grouped. 

“The symbol is an abstract representation 
of a fundamental truth — every human being 
is embued with an insatiable desire to ex- 
change thoughts and ideas,” Mr. Paul ex- 
plained. “The arrow entering the circle sig- 
nifies man’s hunger for communication with 
his fellow man. The four dots in the center 
represent the means of communication to 
which exhibition is keyed — the voice, the 
printed word, the picture, and the signal.” 


Touring The Exhibit 


“To arrest visitors’ attention and impress 
them immediately, McIntosh’s Lectours are 
being handed to each person as he enters 
the exhibition area. By merely placing the 
earphone against the ear, each person hears 
—in the language of his choice, either Eng- 
lish, Italian, German or French — what will 
be seen during his tour of the exhibit. This 
is being told to him in the orientation area 
at the entrance. Then he hears about each 
of the exhibits as they are being viewed. 
Finally, he surrenders his Lectour at the 
Summation Area immediately before leaving 
‘Man and Communications’.” 

A one-way 12-foot-wide spectator-lane 
leads the visitor to 37 displays on his “voy- 
age.” Major interest is centering around 11 
major exhibits. These are: 

1. The orientation area, where the visitor 
receives a quick run-down on what he will 
see in the American exhibition. 

2. Upjohn’s famed mechanical human 
brain, which is being emphasized as the key 
to all communications. 

3. The educational closed-circuit TV 
studio and model Hagerstown (Md.) class- 
room. As an example, in the studio, a spe- 
cialist in children’s education is giving a lec- 
ture for closed-circuit television. Across the 
aisle is one of the classrooms where the 
lecture is being viewed and the lessons 


applied. Much of this exhibit is due to 
Brunswick, Inc., a manufacturer of such 
equipment. 

4. IBM’s Ramac Center where automation 
equipment is answering any one of approx- 
imately 1,200 questions right before the eyes 
of spectators. 

5. The Printed Word. Here graphics pro- 
vide a dramatization of this story, while dis- 
plays portray the efficiency and swiftness of 
certain modern equipment, such as Eastman’s 
equipment which demonstrates the speed 
with which photographs may be transmitted 
to printed form. 

6. International General Electric indus- 
trial closed-circuit TV. Cameras are located 
throughout the American Exhibition and 
screens at the one booth show each viewer 
what is happening elsewhere at exhibits he 
already has seen or will shortly see. 

7. Communications in the Home, featuring 
the kitchen, living room, and library. 

8. American Telephone & Telegraph’s 
Echo, featuring a globe with an Echo balloon 
suspended above it as though in outer space. 

9. International Telephone & Telegraph's 
Courier, 3-satellite communications system, 
and the scatter system. A mockup of the 
world in the form of a globe has the Courier 
satellite orbiting around it; the 3-satellite, 
a globe with three satellites in orbit around 
it, and the scatter system, a globe with a 
starry form above and below it representing 
the ionosphere. 

10. Federal Aviation Agency’s full-size 
mockup of an airport control tower and full- 
size mockup of a plane cockpit across the 
aisle from each other. The control tower 
mockup is actually manned. Outside the 
windows are seen the airport itself, with 
planes landing and taking off. Instructions 
to these pilots are in actual process as the 
viewers watch. In the plane cockpit, motion 
pictures simulating take-off, flight and land- 
ing of the plane are seen through the wind- 
shield. 

ll. U.S. Navy’s “Tomorrow’s Communica- 
tions,” featuring a precise model of Ozma 
radio-telescope now being developed by the 
Navy to .end signals to outer space in an 
effort to contact other civilizations on other 
planets. 


DESIGNED and developed by Harley Ear! Associates for another exhibition was this display for 


Aluminum Company of America. 


Various products were displayed on shelves attached to flowing 


cut-out sections resembling isobars on weather maps. 
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Hanging Shelf Displayer 
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Height 4 Shelves 6/2" x4 
Width 4° 11"x4 
Depth 16” 16" x 4 

Decorative wrought iron unit suspended from 
brass chain supports 3 wooden shelves painted 
ice blue and edged in gold metallic. Trim is 
gold leaf with assorted blue ornaments and 
crystal stars. Attractive and functional. 


$45.00 complete 


less gift boxes shown for display purposes 


david hamberger in. 


136 WEST 3ist STREET NEW YORK CITY1.N-Y 





E WARDROBE 


Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles .. . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 
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SOLVING THE LIGHTING MYSTERY 


(Continued from page 15) 


of these two types which, I believe, are pref- 
erable to the standard colors for display 
work. 

In using fluorescent (as well as incandes- 
cent) lamps the important objective is to 
select the color which will be most flattering 
to the merchandise on display. Although the 
“deluxe” colors are a little less efficient in 
light output than the “standard” cool white 
and warm white, they do a better job of 
complimenting merchandise colors. 

The simplest way to find the color which 
is best suited to your display lighting is to 
study your merchandise in terms of color. 
Is the merchandise predominately in the 
warm range of the spectrum? (browns, tans, 
reds). If so, the “deluxe” warm fluorescent 
is better. If your merchandise tends to fall 
into the cool range of the spectrum (blues, 
greys, greens, charcoals), the “deluxe” cool 
is preferable. Some specific examples are 
these: Most women’s apparel looks best 
under “deluxe” warm; most men’s appare! 
(because your popular men’s colors these 
days are the dark shades of blue, grey, char- 
coal brown, etc.) looks best under “deluxe” 
cool; jewelry — where diamonds, silver and 
costume jewelry are displayed — definitely 
need a cool shade of fluorescent. For jewelry 
(even preferable to “deluxe” cool which has 
a slight tint of pink in it) standard cool 
white or daylight color fluorescents are most 
Hattering 


You Talk About or Light 
Output in Fluorescent. What Types Are 
Best for Amount of Light in Fluorescent ? 

In the “standards” warm white produces 
slightly more light than cool white. The 
colors are less efficient for light 
than the “standards” but, in my opinion, 
more than make up for the difference in 
their color rendition. Over the past few 
years, by the way, your lamp manufacturers 
have been offering fluorescent lamps in 


Efhiiciency 


“deluxe” 
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A POPULAR CURRENT TECH- 
NIQUE of illuminating the single 
mannequin is that made possible by 
the spotlights that can be adjusted 
to throw a vertical (or horizontal) 
beam of light capable of extending 
the entire body length. Sometimes 
two or more of the smaller such 
spots are used in combination to 
achieve the same effect. Proper 
angling can result in dramatic light 
and shadow settings yet give the 
merchandise the proper attention it 
deserves. This display was by Alex 
Abrams for Haggarty’s, Los Angeles. 


higher wattages that produce considerably 
more light than the “standards.” (These are 
referred to as “800 MA” and “1500 MA” 
lamps.) They require a special fluorescent 
fixture. You cannot install these tubes in 
your regular fixtures because of special 
sockets and special ballasts. The big dis- 
advantage, to this point, in these “high out- 
puts” is the fact that they are available 
chiefly in the standard cool white color. 


Is There Such a Thing as “True” or 
“Natural” Color in Lighting? 

Well, you could write a fairly thick book 
in answer to that one! Instead, let me offer 
some thinking as it relates to this question 
in terms of retailing. Perhaps two factors 
should be taken into consideration on the 
color of lighting for any merchandise for 
sale in the store. First would be to present 


THIS MEN’S WEAR 
DISPLAY is an example 
of a highly illuminated 
window using a combina- 
tion of overhead louvered 
fluorescents with accent 
spotlights. This came all 
the way from Boans, 
Perth, Western Australia, 
where Philip Loffman di- 
rects display. Without 
the added spotlights the 
merchandise would be 
flat and lifeless and 
colors would be distorted, 
depending upon the type 
of fluorescents used. De- 
luxe cool white tubes are 
preferred. 


the merchandise under the color of light 
which most flatters it and, therefore, at- 
tracts the buyer. (Bear in mind I used the 
word “flatters” as opposed to the idea of 
“distorting” the color of the goods.) Sec- 
ond would be to present the goods under the 
type of colored lighting where it will be 
most often seen in actual use. The idea 
here is to consider, for example, that auto- 
mobiles are always seen outdoors under 
daylight conditions while sofas are always 
viewed in the warm, “yellowish” atmosphere 
of incandescent home lighting. 

To answer this question of what might be 
considered “true” or “natural” color, we 
have to appreciate that there are literally 
hundreds of colors available in artificial 
lighting and many variations of color found 
in natural outdoor lighting. You can say 
there is no “true” color of light except per- 
haps that color which most flatters the mer- 
chandise and entices the customer to buy. 


Many Top Fashion Windows Use a Lot 
Of Colored Lighting. Does It In Any 
Way “Distort” or “Misrepresent” the 
Goods On Display ? 

Since there are so many different colors of 
light, who is to say that any one color is 
right or wrong? In effect, the problem of 
selecting the right colors of light ties right 
into the total merchandising job of “putting 
a good package out front” to attract the 
shopper. I feel that discriminating and taste- 
ful use of colored light enhances, rather 
than distorts, the goods. 

For example, if you use an amber color 
filter on a tan or light brown suit, mix in 
white lite to bring back some of the original 
color. On black merchandise, use strong 
white light. I emphasize “strong” because 
black fabrics absorb so much of the light and 
reflect back relatively little light. In a white 
goods window, you might try light pink on 
one side and light blue on the other. This 
touch gives more warmth and tone to the 
window. Certainly such a window is more 
interesting to look at than a white goods 
windew with stark white lighting. 


(Continued in next issue) 
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Frederic Shipman Dies, 
Created Mirror Spectaculars 

Frederic W. Shipman, 87, well-known in 
the display field for his patented mirror crea- 
tions, died Sunday, September 3, in French 
Hospital, New York City. He was actively 
engaged in arranging showings for his spec- 
tacular devices in store displays and theaters 
until shortly before his death. 

Probably the most spectacular of his inven- 
tions was the Magic Mirrors, featured attrac- 
tion on the stage of Radio City Music Hall, 
which ran for a record-breaking nine weeks. 
More than 100 of the nation’s largest stores 
used his inventions at one time. 

In previous years he was also active in 
numerous other pursuits, including as a con- 
cert manager and publisher of a magazine 
called Musical West. 

His widow (Mrs. Marjorie P.), who shared 
his travels in recent years, will continue to 
carry on the business at her home address, 470 


Frederic W. Shipman 


W. 24th St., New York City 11. He was 
also survived by a brother, the Rev. Montague 
A. Shipman of Pasadena, Calif., a retired min- 
ister. Burial was at Pasadena. 

DISPLAY WORLD expresses the sym- 
pathy of all members of the display profession 
and industry at the passing of this esteemed 
gentleman and associate. 
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SAN FRANCISCO, CAL/FORNIA 





Born in CotumsBus, Ono, 1923. 
ZASED IN NORMAN, OKLA, — 
GRACVATED FROM THE UNIWER- 
SITY OF OKLAHOMA WITH AGIA 
INTENPING TO Go INTO OLE DESIGNING 
Toox fciesT Jos wi'h Ker 
OKLAHOMA CITY, IN 1945 AS PLAY 
ASSISTANT ADVANCING TO BE 
IN CHARGE OF INTERIORS, 
WANTING TO SEE SOomE OF THE USA. 
LEST FOR CALIFORNIA, EMPLOYED 
AS DisPLAY ASSISTANT AT NANCYSS 
HOUYWOOP. i947 TOOK A Position 
WITH NEMAN-MARCUS, REPIAINING 
THERE FOR FIVE YEARS iN 
CHARGE OF CHK DRENS WINDOWS 
AND DERARTMENT, ALSO HELPING 
WITH HIGH FASHION WINPOWS., 
wes AWARDED GOLD AND SLVER 
MEDAL 'N DISPLAY WORLD‘ 
INTERNATIONAL CONTEST IN 950 
FOR CHILDRENS WINDOWS; 
--+» 1960 FOR SHOSBS. 


The FIELD OF ADVERTISING BEecx- 
ONED SO BECAME ASSISTANT 
ARTIST AND MOPEL FoR — 
Wwoovr BRKOS,, KANSAS CiTy, 
REMAINING THERE FOR 
YEARS. DOING FREE LA 
WokK ON THE SIPE FoR... 
PECK AND PECK. 
RETURNED TO CALIFORNIA ANP 
DISPLAY IW 1958 TT BECOME 
DISPLAY DIRECTOR For 
SOMMER & KAUFMANNS NINE SORES. 


MAEEIED i9se 
HOSGIES, OIL PAINTING. 
READING, PLAYING GIN . 


SOMMER & KAUFMANNS 
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THE TOP SOURCE 
FOR BRIGHT 
NEW, DISPLAY 
LIGHTING! 


Whether you need additional lights 
to come from top, side or just 
about anywhere...LUSTRA 

has the bright ideas in lighting 
... like the versatile screw-in 
or twist-on SWIVELITES 
...LUSTRA COLORBEAMS... 
BEAMSPOTS...and more 

from a fabulous array of 
special purpose fixtures, 
lamps and accessories. 

Your LUSTRA MAN 

will help you develop 

your own bright ideas in 
lighting. You'll find it a Great wf. 
Idea to do business with 

LUSTRA: A lighting specialist 

to help you—One Source— 

One Shipment—One Simple 

Way to better lighting 


where or when you need it. 
CORPORATION 


LU STR OF AMERICA 


32-33 47th Avenue, Long Island City 1, N. Y. 
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Famous Barr 
and the 
Fine Arts Ball 


By CLARA BALDWIN 


St. Louis department store’s display depart- 
ment supplies properties, talent and labor for 


this annual dance to raise funds for the City 


Art Museum. Huge galleries present problems 


that present challenge to ingenuity six months 


in advance. when ball theme is announced. 


D ESIGNING backgrounds for setting 
and atmosphere of the annual fine arts ball 
staged jointly by the Friends of the City 
Art Museum and Famous Barr at the mu- 
seum in St. Louis is a major display assign- 
ment. Adrian Delsman, display director for 
Famous Barr, directs the huge stage setting 
project. Size scale is the key factor. 

To give an idea of the problem involved, 
the ball is held in the large sculpture hall of 
the City Art Museum and two adjoining 
galleries. The sculpture hall is 200 feet long, 
125 feet wide, with a ceiling 95 feet high. The 
galleries are 45 by 65 and 45 by 75 feet with 
50-foot ceilings. Even outsized properties 
tend to be dwarfted by the huge proportions. 
Exhibits of sculptury and art works are re- 
moved from those galleries for the event, 
leaving nothing but the vast, vacant space 
to be transformed into an elegant setting 
for the ball, which is attended by 800-900 
persons in formal attire. 

The ball is staged as a benefit for the City 
Art Museum, with the funds used for new 
acquisitions. In former years, the affair was 
a Bal Masque, but in 1960, a formal Fine 
Arts Ball—a more nebulous description, as 
Mr. Delsman pointed out, leaving more scope 
for the background designs. 





Famous Barr Supplies Properties 


Planning for the background begins ap- 
proximately six months in advance with the 
selection of the ball’s theme. Properties are 
constructed outside, with much of the work 
being done in Famous Barr’s own display 
workshop and studio. Famous Barr, as co- 
sponsor of the ball, supplies many of the 
properties from their display warehouse, as 
well as those constructed in their workshop. 
(Major stores of St. Louis are tremendously 
civic-minded, and many large events in 
town are financed, sponsored and staged by 
them.) 


DISPLAY WORLD 





Actual installation of background settings 
for the ball begins about ten days in ad- 
vance of the ball date; in 1960 the ball was 
held on November 18. Between 20 and 25 
truck loads of properties were transported 
to the museum for the 1960 ball. Because of 
the late dating for the ball, installation was 
handled by a crew of 15 from the Famous 
Barr regular display staff, since the major 
display crew was still busy installing Christ- 
mas decor in the Famous store downtown 
and the suburban stores. In former years, 
(1960 marked the seventh annual ball) the 
installation crew numbered up to 30, includ- 
ing carpenters, painters and electricians. 

The occasion calls for a buffet dinner, two 
orchestras to supply music for dancing— 
one in each of the side galleries—and stroll- 
ing musicians. That means keeping space 
clear for dancing areas and decorating to 
leave space for 80 to 90 tables. 


Light Important To Transformation 

In addition to the large-scale properties, 
Mr. Delsman works with light to transform 
the galleries into grand ballrooms. He uses 
light to fill space, to cut size or for em- 


PHOTOS ON THESE pages 
represent the decorations for 
several years. At top, oppo- 
site page, is a spring setting 
with simulated dogwood trees 
entirely around the huge 
sculpture hall. At center, op- 
posite page, white columns 
enclosed a formal garden-like 
dance floor with the Austrian 
coat-of-arms on a banner over 
the bandstand. At bottom, 
opposite page, was a Siamese 
setting used in 1959, At right 
is a bandstand erected in the 
center of the floor for a 
golden anniversary setting. 


phasis. As an example, he will visually 
reduce the size of the side galleries by turn- 
ing the lights away from the ceiling or by 
cutting the candlepower. In contrast, to em- 
phasize the height and spaciousness of the 
sculpture hall, he will play colored lights 
through archways and onto the high ceiling 
vaults. In that way, he tends to play up 
the architectural grandeur of the hall. In 
designing decorations for that large hall, he 
plans to heigthten and call attention to the 
natural beauty of the architecture rather 
than effect a transformation. 

In 1960, nine-foot pennants were suspended 
against the wall in the entrance foyer. Paper 
lanterns four feet in diameter with vari- 
colored lights were hung in the foyer. 

In the sculpture hall, huge, square lanterns 
that were four feet, six inches square and 
ten feet high were suspended from the high, 
valuted ceiling. Each lantern had different 
colored faces on each side, with varicolored 
lights inside them. Each face was perforated, 
and the opposite colors might be seen 
through the openings. Numerous smaller 
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lanterns in the same design were suspended 
in the huge archways down each side of 
the hall. The walls of the hall were banked 
in greens. 

Since the 1960 ball was called a Fine Arts 
Ball instead of the Bal Masque, each of the 
two side galleries had a separate theme. One 
was Art Styles and Techniques; the other, 
Fine Arts Theory and Practice. 


Perspective Achieved by Arches 

Down through the gallery entitled Art 
Styles and Tecliniques was an arrangement 
of four sets of triple arches. These arches 
measured 21 feet high and 22 feet wide. Cut- 
out arches were applied to the walls to be 
seen through the three-dimensional arches, 
thereby creating a feeling of perspective. 

These applied arches were overpainted in 
block patterns of various colors. Different 
art styles from cave painting to cubism, im- 
pressionism, to the modern of today were 
done in huge scale upon the walls, so these 
might be seen through the triple arches. The 
wall areas were tinted in different, subtle 
tones: mauve, pink, green, and orchid. 

In the second gallery, that portraying Fine 


Arts Theory and Practice, nine foot panels 
42 inches wide were illuminated from behind. 
Drawings on the panels showed the various 
techniques of handling different subjects 
from abstract to the human figure. At the 
end of the gallery was a huge color wheel. 

Light, played over the settings, created a 
softening effect as well as blended the whole 
into one decorative scheme. Adding to the 
overall softening effect, candles in Fibre- 
glas lanterns, were arranged on the tables 
and lighted to give the wonderful magic 
glow of candlelight. 

In a lower gallery, circles six feet, six 
inches in diameter were placed against the 
wall. Kaleidoscopic designs in blues, pinks, 
etc., decorated the huge discs, and open 
circles laced them together design-wise. 
Huge fern trees set on the floor between 
the circle discs completed the effect. 


Internationai Themes in Other Years 
In other years, for the Bal Masque, the 
settings have often been inspired by some 
(Continued on next page) 


LET ME 
PUT SUNSHINE 

IN YOUR 

WINDOW WITH 


WIGS 
FROM 
MIAMI! 


Send for 
Styles and Prices 


OF MIAMI 
6710 N. W. 32nd AVE. 














Turn Tables and 


Revolving Display Stands 


e Sturdy 15" Base (6" high) @ 14” Ply- 
wood Turntable e@ U.L. approved e 
e Guaranteed 1 year @ Fully enclosed 
steel body e¢ Rotating power outlet 
(optional) e 110V, A.C. motor —1 rpm 
e Smartly finished 


TURNTABLE MODELS: 


D-41 (shown above) 
Fér load up to 75 Ibs. Features rotating 
outlet (to give power to rotating dis- 
ale outlet, on-off switch. 
St 


retail 


$ 
say up to 75 Ibs. On-off switch. 


$12.00 
load up to 25 Ibs. On-off switch 
(wt. 7*) 


Write for our quantity discounts and jobber 
price structure. 


(Special models available—prices quoted on 
request) 


MELL MFG.., Inc. 


1827-53 W. WEBSTER AVE. CHICAGO 14 
EVerglade 4-1800 
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Give a Lasting Gift 
throughout the year 


my big 


issues 
of 


DISPLAY WORLD 


A gift that will be deeply appreciated and used by your 
friends and associates in the display field. 


Share your source of 
DISPLAY INFORMATION 


and those you favor with this thoughtful gift will enjoy 
a year-long remembrance of your friendship. 


ORDER NOW — A special gift notice will be sent to 
each gift recipient on December 8. 





SUBSCRIPTION RATES—(Please Check) 


[] 1 Yeor ..$ 5.00 Foreign a $1.00 per year [] Bill Firm 
dition . 

[] Bill Me 

[] 2 Years..$ 8.00 erm rates apply on C] Payment 


t bscriptions. 
[]3 Years. .$11.00 papa i cae enclosed 











FROM ... 


Name 
Firm 
Street 
City. 


FOR... 


Name 
Firm. . 
Street 
City 


FOR... 


Name 
Firm 


Street. 


DISPLAY WORLD ©® Cincinnati 1, Ohio 





(Continued from preceding page) 


foreign, exotic country. For example, the 
setting for the 1959 Bal Masque was Siamese. 
There have been French, Italian, Spanish 
and Japanese. One year the theme was 
spring. In 1957, a golden setting marked the 
Fiftieth Anniversary of the City Art Mu- 
seum, a photograph of which took a DIS- 
PLAY WORLD award. 

To assure authenticity for the foreign 
settings, Mr. Delsman does extensive re- 
search in New York and Chicago in libraries 
and art galleries. 

For the golden anniversary setting, a for- 
mal pavilion made of plastic was used as a 
bandstand in one of the side galleries. Birds 
of papier mache perched on the bandstand. 
Other birds made with real feathers hovered 
about the three-dimensional trees applied 
against the wall. The trees had wall board 
trunks and cutout, viscose leaves. A Vic- 
torian railing ran around the gallery. 

The anniversary ball carried the title, 
Bal Masque d’Ore, and the colors were 
white and gold. 

In the second side gallery one year, the 
Austrian coat-of-arms was painted and ap- 
pliqued to a banner hung at the end of the 
room. White columns enclosed a formal 
garden-like dance floor, and the band in 
that gallery played Viennese walzes. It is 
the policy of the ball committee to have 
different types of music in the two side 
galleries, thus catering to the varying tastes 
of their patrons. 

For the spring setting, dogwood was fas- 
tened onto 30-foot trees entirely around the 
huge sculpture hall. 

Sizes in proportions scaled to the vastness 
of the space and effective lighting are the 
secrets for creating the beautifully breath- 
taking settings for each year’s grand ball 
at the City Art Museum in St. Louis. 


Pentone Introduces 
Olive to Colors 

A relative newcomer to the display in- 
dustry, the Pentone Co. is introducing its 60th 
color, olive-green, to its line of custom-color 
prints and antique finishes, according to an 
announcement by Marvin Sylvor of the Pen- 
tone organization. 

Pentone previously had designed murals and 
wallpapers only for decorators and wallpaper 
houses. This approach continues in Pentone’s 
concept of providing an inviting atmosphere 
appropriate to a specific display idea, whether 
it be large-scale promotions, permanent sign- 
ing, wall treatments or more general window 
and interior displays. Pentone Co. is located 
at 160 Fifth Ave., New York City 1. 


Einson-Freeman Absorbs 
Merrick Lithography 

The Einson-Freeman Company of Fair 
Lawn, N. J., producer of advertising displays, 
announces a wholly-owned subsidiary, the 
Einson-Freeman Company of Ohio with offices 
at 12000 Shaker Blvd., Cleveland. Einson- 
Freeman has acquired the good will, certain 
equipment and the business entity of the 
Merrick Lithography Co. The new office will 
offer complete sales, art and merchandising 
services provided by ten former members of 
the Merrick staff headed by R. B. Pennington, 
Jr. 
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Poster Contest 
Fostered by UN 


A world-wide competition for designs for 
posters making a striking appeal on behalf of 
international understanding and cooperation 
has been announced by UNESCO in Paris. 

The contest is open to adults over 18 years 
of age, who should submit designs to the 
National Commission for UNESCO in their 
country. Only one entry may be submitted by 
each competitor. 

Finished designs must be vertical (size 16 
by 24 inches or 40 by 60 centimeters) in not 
more than four colors. They should contain 
no text, since they may be used for world 
distribution, but they may embody the symbol 
of UNESCO or the United Nations. Any 
other symbols used must be universally under- 
stood and not associated only with one 
people or culture. 

UNESCO National Commissions in each 
country will select not more than three de- 
signs which they will submit to UNESCO 


Headquarters in Paris before February 28, 
1962. 

A first prize of the equivalent of $1,000 
(U.S.) will be awarded to the entry judged 
to be the best by an international jury ap- 
pointed by UNESCO’s Director General. Sec- 
ond and third prizes of the equivalent of $500 
and $300 (U.S.) are also offered. 

Each competitor must agree to cede to 
UNESCO reproduction rights of his design in 
the event of it receiving a prize. Contestants 
when submitting their designs, should supply 
the following information in a sealed envelope: 
Full name, age, nationality, occupation and 
permanent address. 


Christmas Catalog Features 
Indoor, Outdoor Figures 

Artistic Latex Form Company, Inc., has a 
catalog of indoor and outdoor Christmas dis- 
play figures of molded latex. Write for a 
copy of Catalog C/6l from 762 Third Ave., 
Brooklyn, N. Y. 
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ANNOUNCING 


AMERICA'S 
MOST UNUSUAL 
BULB 


The flame shape 
carbon filaments 
flicker and glow 
realistically. 


© A favorite with 
decorators who 
want to get 
that fashionable 
effect! 


A cheery, mellow 
glow for making 
attractive § dis- 
plays—burns at' 
low wattage for 
years at a cost of 
about lc per 
week! 


A real show 
stopper! 


Packed 24 pes. to 


1 ——, aa 
a box. 


Write for our new 
°. 8 Supplement 
& Price Lis# 


ANGELO BROS.CO 


2333 N. MASCHER ST 
3d, PA. 


CATALOG No. 3060 


126 Eleventh Ave. 
New York City 11 


WHITE MICA 
SNOW 


FIREPROOF . . . REALISTIC 
SPARKLES LIKE Keal SNOW 
Available in 50 Ib. Bags 


U.S. MICA COMPANY, INC. 


26 StR2TKH $F FOREST PARK, 
STAMFORD, CONN. i'LEITNOTS 


WOOD and PLASTIC LETTERS 
OVER 100 STYLES 


All Heights and Thicknesses: Custom signs — Window 
Store Directory — Desk — Trade Mark Reproductions. 


DISPLAY CRAFT 24... MAIN street 


PORTLAND, INDIANA 
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Learn HOW To 
RIG and FORM 


MEN'S WEAR 
for Display expertly and professionally 


The most useful book ever written about 
RIGGING and FORMING 
Men's Wear for Display 
by Lloyd L. Buzan 


This is the book display men and store owners 
have been wishing for. With the aid of this book 
anyone can learn how to handle men's wear like 
the famous men's stores. The professional methods 
of rigging and forming men's wear explained by 
step-by-step photos {over 375 illustrations) with 
easy to understand instructions. Worth five years 
training under a professional trimmer. Learn the 
newest procedures in rigging Shirts, Underwear, 
Ties, Robes, Shoes, Hats, Slacks, Suits on half 
mannequins, Suits on mannequins, folding, laying, 
and hanging Topcoats — everything from hats to 
shoes fully discussed including tools of the craft. 
Don't be without it. Worth ten times the cost. 
106 pages 9x!2 with hard cover. 


$10.00 postpaid 
Order your copy today 
DISPLAY WORLD, CINCINNATI, OHIO 








PERMALIFE 


Angel Hair 


PACKED IN 1 LB. 
POLYETHYLENE BAGS 


Sw ingel Puff 


r ’ BIG PANELS OF 
PUFFED SPUN GLASS 
Inquiries Invited 


PERMALIFE GLASS FIBER DIVISION 
BOX 6356 SAN ANTONIO 9, TEXAS 
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CLOSE-OUT 


STANDARD 


DISPLAY WORLD 
BINDERS 


$4.75 


Prepaid 


CAPACITY 
8 TO 10 COPIES 
ONLY 


No Foreign Orders 
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Backstage Mirror Design 
Has Display Possibilities 

The Shadows Out Mirror developed by in- 
terior designer-stylist Eugene Barnes is gen- 
erally a re-creation of the familiar backstage 
setting of the theater dressingroom. It con- 
sists of large mirrors surrounded by exposed 
light bulbs. Functionally, such mirrors re- 
move the annoying shadows while the stars 
apply their makeup. 

Mr. Barnes has scientifically placed the 
lights (General Electric frosted 15-watt red 
filament bulbs) on 41!4-inch centers so that 
the light fuses at the axis between each two 
bulbs. The Leading Lady style (shown here) 


has three angled mirrors surrounded by 14 
lights; a smaller one-mirror version has 10 
lights, five to a side. The woodwork comes 
in antique white on gold or vice versa. 


The mirrors are portable and can be hung 
or are free-standing; they come with switch, 
cord and bulbs. 


The manufacturer, Shadows Out Mirror Co., 
247 E. 43rd St., New York City, believes these 
mirrors to have many display and allied uses, 
such as fashion show backgrounds, cosmetic, 
millinery, bath and boudoir displays and pos- 
sibly as mirrors for millinery or cosmetic de- 
partments, beauty salons, etc. Please write to 
the firm for information. 


Delsman in New Post 
At Famous-Barr 


Adrian Delsman, display director of Famous- 
Barr Co., St. Louis, for a number of years, has 
been named public relations and special events 
manager of the store, reporting to the publicity 
director. 

Jesse Hinderer, director of merchandise pre- 
sentation, has been given the additional re- 
sponsibilities of display director. 

Mrs. Joan van de Erve, now associate pub- 
licity director, will assume the title of pub- 
licity director upon the retirement of Leonard 
Hornbein, vice-president in charge of public 
relations, January 31, 1962. 


New Fluorescent Signs 
Available from Pollack 


If you’re looking for some slam bam posters, 
many with fluorescent colors, for sales, grand 
openings, Christmas, etc., write for the winter 
mailing piece of Pollack Poster Division, 
Pollack Printing Corporation, 877 Main St., 
Buffalo 3, N. Y. 


Sculptureboard Introduced 
To Display Users 


Dimensional carved panels of high grade ex- 
terior quality domestic hardboard called Sculp- 
tureboard is now being introduced as a versa- 
tile basic material for display use. Up until 
now efforts of the manufacturer, Terminal 
Industries, Inc., Long Beach, Calif., have been 
concentrated on the residential and commercial 
construction fields. 

Recent experience with Buffum’s, Long 
Beach department store, indicates that interest 
in the attractive panels might extend nation- 
wide. Buffum’s used the panels as a decora- 
tive background for men’s wear displays and 
as a curtain wall in the shoe department 
(photo shown). 

A display of the sculptureboard panels, in- 
cluding a variety of designs, will be at the 
National Retail Lumber Dealers exposition in 
Chicago, November 4-7. It will be in Booth 
903 at the exhibit hall of McCormick Place. 


For additional information and samples, 
write to Lee Fink Associates, 1999 Walnut 
Ave., Long Beach 6, Calif. 
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(Continued from page 8) 


Mr. Englander says: "It isn't always the 
‘low pay of beginners’ but that students aren't, 
in most cases, given an opportunity during school 
to EARN while LEARNING, so they would be more 
competent and capable when finished with their 
high school or vocational school courses." 


He is confident that display managers would 
be adequately supplied with enthusiastic display 
trainees if they would take the time to give a 
lecture on the potentials, satisfaction, thrill 
and, to some extent, glamor of display before 
students of retailing or art at the nearby 
distributive education schools. Volunteers could 
be screened and interviewed to select those 
having the most desire and aptitude. 


Mr. Englander reports that he has had 
excellent cooperation from local merchants who 
allow students to watch and occasionally assist 
their displaymen at work. "In a number of cases 
they have allowed the students to help them and 
have put little signs in the window indicating 
this participation." 

If you would like to investigate the 
possibility of obtaining display trainees by 
this means, you can obtain a list of schools of 
distributive education and the name of the 
individual you should contact by writing to your 
state education department or contacting your 
state retail merchants association. 


It's not too late for displaymen to be 
reminded not to forget to promote gift certifi- 
cates in their window and interior displays this 
year. According to a survey by the NRMA of 
stores issuing certificates last year, 39 per 
cent promoted them in their windows and 62.5 
per cent used internal store promotion. Store 
areas included the office, credit department, 
general cashier and special booths at Christmas 
on main floors (in that order). Also don't 
forget gift certificate promotion for Mother's 
Day, Father's Day, Easter, graduation, birthdays, 
Valentine's Day, weddings, anniversaries, births 
and other special occasions. 


Cordially yours, 


Funk zZ 


19 61 





Beauty On 4) Budget 


THIS beautiful chandelier is just one 
of a complete array . . . designed to 
give your store a special dignity at a 
realistic cost. Large ones . . . small 
ones . .. or in half round for wall 
use . . . done in tasteful designs with 
prisms and beads . . . electrified .. . 
to add real interest to your decor — 
no matter what the motif. 


See your DISPLAY JOBBER 
or write us for more 
Information and Photos. 


ERROCRAFT 


305 Morton Street 
Morganfield, Kentucky 


SEAMLESS 
PAPER 


ALL FASHION COLORS 


1440" 107” 50" 
40] 8 BS 


Sold only through jobbers 


BUTLER PAPER CO, Inc. 


655 Madison Ave. 
» Cae fs a a, ee 


—Rotaseller and Husky— 


TURN 
TABLES 


The finest quality 

turn table on the 

market today. aa: 

They will give you wonderful motion dis- 

plays. 10 models. Write for literature. 

Sold by leading jobbers 
ULRICH BROTHERS, INC. 

2923 Agnes Corpus Christi, Texas 
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Plug in 6 lamps or spot lights and unit will light 1 
lamp at a time for 10 seconds. By using cube taps, 
as shown in illustration, 12 lamps can be controlled 
and 2 will light at a time or 18 lamps and 3 will 
light at a time. Install 6 different colored bulbs in a 
window, plug into unit and window will change color 
6 times in a minute. Install] 6 different colored Xmas 
tree strings of lights on a Xivas tree and the tree will 
change colors 6 times in a riinute. Many other uses. 
400 Watts per outlet on lymps at 115 Volts AC. 


Warranty — 1 year Price . .. $29.50 


Anderson Electric Co. 
P. ©. Box 56 Wahoo, Nebr. 














1015 FILBERT ST., PH;LADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLA” 

@ OSTRICH FEATHERS, oll colors and sizes 

@ MARIBOU in 2 yord strings, all colors 

@ FEATHER BIRDS, made in Japan 

Excellent Delivery — Write for Price List 


South African Feather Co., inc.— 








EXHIBIT BOOTHS 


Portable Stanchions @ Mirrored 
Balis @ Spot and Flood Lights 
@ Flameproofing Spray @ Christ- 
mas Garlands @ Draperies 
FILJON, INC. 
1211 East Fayette St. 
Syracuse 10, WN. Y. 
Write for Literature 











AUTOMATIC WOOD TURNINGS 


All Types of Finishing 
Dowels and Balls in Stock 


H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STagg 2-5693 











FOIL PAPER 


Puffing Foil & Base Metal 
R. A. OHLHORST 


278 Johnston Ave. Jersey City 4, N. J. 











NEW! LIQUID GLITTER 


Just apply — let dry. Glitter and adhesive go on at 

same time. No messy clean-up. Water-based or sol- 

vent-type available in many shapes, sizes and colors. 
Send for trial order at $2 minimum charge 


ADHESIVE PRODUCTS CORP. 


1666 BOONE AVENUE NEW YORK 60, N. Y. 








USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$5.00 Per Column Inch— CASH WITH ORDER 














60 


THE RETAILER SPEAKS: 


Budgeting and 
Profit Aspects 
in Displays 


By G. D. THOMSON 
Sales Manager 
R. Simpson, Montreal, Ltd. 
Montreal, Canada 





Third series of transcripts of 
speeches made before the breakfast-forum 


at Christmas Market Week in Chicago. 


in a 





For THE sake of clearer appreciation of what follows, perhaps I should give you a 
word picture of Simpson’s store in Montreal. 

Montreal is the largest city in Canada. The population of approximately 2,000,000 is 
variously rated between 65 and 75 per cent French Catholic. 

St. Catherine Street is the main shopping and entertainment street in the city. It is 
essentially the modern version of the “Main Street” of the frontier days. The five department 
stores and most of the large specialty stores are located on St. Catherine. So are all the 
first run theatres. Most of the important night spots are either on St. Catherine or within 
one block of it either way. The seven largest hotels totalling some 4,200 rooms are within 
one block either way. The evening, Sunday and holiday traffic, both on wheels and on foot 
is tremendous — hence window shopping is popular and therefore important to the stores. 

Simpson’s is neither the largest nor the most dominant store on the street. We have only 
one outlet or unit in Montreal, with approximately 400,000 square feet of selling area. 
Since we do not have any branches, our display budgeting is necessarily different from 
multi-unit organizations. 

Because Montreal is a bilingual city, Simpson’s is a bilingual store — bilingual adver- 
tising, bilingual posters and card copy, bilingual sales staff. (We even take bilingual 
aspirins and tranquilizers for our particular type of bilingual headache). 

We are a promotional store. The Higbee Co. of Cleveland has been described as a 
typical U.S. department store. They have two store-wide promotions a year: We have 
twelve. 

Because we are so promotional, our advertising and display are practically inseparable. 
It is almost impossible to consider display as a separate function. This, in fact, is where 
our display budgeting starts. 

Every six months we prepare what we call our Store-Wide Promotional Program. 
This lists the starting and ending dates of our major “Sales”, all of which are supported 
with privately or postal distributed circulars and newspapers. It lists the dates of all 
fashion shows and other annual “events” of a store-wide nature. 

Once this list of major promotions has been prepared, Mr. Johns, our display manager, 
plans his window schedule to support the promotions. It so happens that three major 
promotions in each half year get full window support. The other three don’t get any. 
During the non-sale periods Mr. Johns plans his prestige fashion windows, his seasonal 
theme windows, his seasonal item windows such as summer furniture and outdoor living; 
August Fur Sale; Fall Fashions; and, of course, Christmas, or whatever is appropriate for 
the budget under consideration. 

From what I have just said you will note that in our store the display department is the 
hand maiden of the promotional department so far as windows are concerned. Our strictly 
display or theme promotions are fitted in around our heavy advertising promotions. 

Inside the store the same procedure is followed — the display plans for the principal 
promotions are made first, then the seasonal, theme, or item promotions come second. 

There is one difference between our window planning and our interior planning which 
we feel is important. 

In addition to all promotional displays our display department is charged with the 
responsibility of creating the atmosphere of our store — the store image, if you will. Mr. 
Johns is responsible for the colors of all our perimeter walls. He is responsible for all our 
signing, permanent and temporary. He is responsible for what a customer thinks of our 
store when she walks in off the street. I don’t know of any better way of expressing it. 

I have mentioned that we are a bilingual city and a bilingual store. As most of you 
know all our big cities have become multi-lingual since the war. A great many of our 
customers only speak our language very imperfectly. But, as is the case with music, they 
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all recognize a pretty flower, a pleasing color scheme, an attractive display, a pleasant 
smile. These things are outside the language barrier; these things give your store 
character. 

There is just one other phase of in-store display which I am certain is not too different 
from the procedure in other stores. We use our display facilities as a PR medium. 

This activity is particularly difficult for our display department because we do not have 
an auditorium. Our seasonal fashion shows, sportswear shows, millinery shows are all 
presented on our fashion floor. Merchandise displays are rearranged to make this possible. 
We do not believe in presenting any fashion shows other than on our own premises. On 
the other hand, we do lend display props and help with the decorating for some 130 
charitable and social groups throughout the year. We also completely decorate outside 
auditoriums for top social events such as the Ballet Ball, English, French and Jewish 
Balls, the Flower Show and the Art Gallery Ball, etc. etc. This outside work imposes 
quite a strain on our display budget. Inside the store the situation is similar. 

Two months ago the Ladies Kennel Club virtually presented a dog show in one of 
our windows. In November, the Montreal Cat Fanciers Association will have a cat show 
in our store, and so on. Two weeks from today we will be presenting the famous Dancing 
Waters on our Fashion Floor. The dogs and cats represent minescule dollar outlays; the 
Dancing Waters will run into thousands. They are all part of P.R. — store image — call 
it what you will. In cases such as these the tables are turned; the displays are planned 
first and the advertising is used to support and publicize the displays. The way these 
are handled budget-wise is explained below. 

The actual budgeting of display expenses is not too different, I am sure, in any of our 
stores. Over the years we have worked out nine main headings or sections: 

(a) Wages: This budget is set up allowing for all basic wages, plus known contingents 

and overtime pay required to cope with the various promotions we have mentioned. 

(b) Window: We budget our normal day-to-day expenses by months covering all the 

little daisies, wood-nymphs and other little doo-dads that are so dear to the hearts 
of your display people. On a separate sheet we budget anything of a major nature, 
such as a Christmas window; new lighting fixtures, new awnings, new flooring, 
backgrounds or any other similar items. These are generally the type of item that 
can be written off over 3-5 or 10 years or which are subject to the control of a 
Special Requisition. A Special Requisition is defined as an intent to spend a 
larger-than-normal sum of money which must be approved by top management. 
General Interiors: General interiors are handled the same as windows, and these 
expenses, again, pertain to the store-as-a-whole just as the name indicates. 
D.D.M. or Departmental Display Materials: These are just what the name implies. 
Each department in the store requests certain display treatment or display materials 
each 6 months. If it is not of a capital nature it is included under this heading. 
I might say this only amounts to a few hundred dollars per department. 

The next five sections are set up on their own because they are so obviously 
individual items: Toy town, fashion shows, figures, sundries, supplies. 

Just about now somebody must be wondering how much we spend on display. I have 
a few comparative figures here which you may find of some interest. I am comparing our 
display expenses with our advertising expenses because they are really so dependent, the 
one on the other. 

Our newspaper advertising space cost is budgeted for this Fall at 3.88 per cent of sales. 
If this seems high I would remind you we are a bilingual city and everything must be 
advertised in two languages. Our total advertising cost is 4.44 per cent to sales again, 
a bilingual copy and production staff. 

On the other hand, our display expense is budgeted at only .82 per cent of sales; again, 
our flowers are not bilingual. 

Another way of looking at it is that our total advertising expense is budgeted for this 
Fall at 15 per cent of the total store expense, while display represents only 2.77 per cent 
of total store expense. It is interesting to note that total store wages represent 53.4 per cent, 
Advertising 15 per cent, Shipping and Delivery 6.6 per cent and Display 2.77 per cent of 
total store expenses in that order. 

Over the years we budget on percentages only. Our Fall display expenses are naturally 
higher than Spring, but, over the year they average out to well below 1 per cent. From 
1956 through 1960 our annual figures worked out to .66 .66 .69 .77 .72. In the same years 
our actual dollars spent have increased materially, but, as you can see, we have managed 
to maintain a fairly constant percentage to sales. 

Each section of the budget — Sundries, D.D.M., Windows, etc. — is broken down by 
weeks. This provides an amount in each week in each section for which orders can be 
written. Once that amount has been ordered, no more orders can be written. Every week 
I receive a 5-column order report showing the Budget for Current Month, Spent to Date 
Current Month, Budget to Date, Spent Date, Attached Current Month, for each of the 
five sections of the display department. If either of the “Spent to Date” columns exceeds 
the budgeted figure in any one section, then the ordering is stopped in that section. The 
result is that since this system has been adopted our display department has never exceeded 
its budget in any 6-month period. 

I was asked to speak to you today on the “budgeting and profit aspects in display.” I 
have tried to tell you why and how we build our budget and how we use and control the 
display function within our store. I cannot speak on the profit aspect. We have no way 
of determining that. If we did not believe there was a profit from display, a profit from 
creating a beautiful colorful store, a profit from dramatic merchandise displays, a profit 
from attractive inviting windows, then we would be a discount store doing business from 
a warehouse. 
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THE HOLZALLUco. 


MANUFACTURERS OF ADJUSTABLE 
HOLZALL DISPLAY EASELS and STANDS 


BOX 3103 RAPID CITY, SO. DAKOTA 








YOUR OWN INITIAL IN A WOOD LETTER 


Designed and made with the skill 
and artistry of 30 years in the 
field that fine cut wood letters 
bring. Style and price sheets sent 
upon request. Special discounts 
to large users. 
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112 N. 9th St., Phila. 7, Pa. 
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MINIATURE TRAIN RENTAL CO., INC. 


2951 W. RIVER PKWY, GRAND ISLAND, NEW YORK 


Natural ....$1.25 Ib. 
Colored ... 1.75 Ib. 
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Along Avenues 


and Aisles 


By NORMAN F. SANSOM 
Decorama, Inc. 


Miami, Fla. 


AW ITH Thanksgiving coming up, this 


writer would like to offer a suggestion on 
creating windows for that holiday that can 
be used as a conversation piece in your home 
or in your store’s art department, reception 
room, hobby shop, etc., after you have used 
the display in your windows. This idea will 
take time, patience and talent, but the re- 
wards will be most gratifying. Here goes: 


e@ Select a picture either of a landscape, still 
life or portrait that suggests the thanks- 
giving or fall theme. It could be a bowl 
of fruit, horn of plenty, an arrangement of 
vegetables and fowl or perhaps a farm 
scene. Outline the picture to scale on a 
piece of hardboard or plywood, size de- 
pending on your area to be covered. Now 
let us reproduce your selected picture as 
a mosaic, only you will use dried peas, 
beans, corn kernels, oats, wheat, etc. 
Don’t forget Indian corn kernels to give 
you your reds, burgandies and rust colors. 
Use also crushed egg shells in whites and 
bieges, anything that will stay preserved. 
After your mosaic is completed, spray it 
with a clear lacquer. Next select your 
frame which could be of pecky cyprus, 
knotty pine or red wood. You might put 
an informative sign in your window de- 
scribing your mosaic, what you used, 
how many beans, kernels, etc. Step back 
and await the comments and compliments 
that will come your way. 

Here is a suggestion that can really be 
carried throughout your entire store, ledges, 
cases, counters and windows — inexpen- 
sively too! 

e Create topiary trees, small ones using 
foam plastic balls or cones, larger ones 
out of papier maché, or chicken wire. 
Select a color scheme of all burgandy and 
wine, or all multi-colored autumn leaves. 
Neatly starting at the bottom, begin 
attaching the leaves in a circular row, 
each row overlapping the other, until the 
entire cone or plastic ball is completely 
covered. You may want to suggest a hint 
of winter approaching by frosting the tips 
of the leaves with snow from a spray can 
before you apply the leaves. Use as your 
containers for these trees, fruit or vegeta- 
ble baskets, painted in your colors, or 
brass or copper urns, or plastic urns, or 
even gold or brass decorative waste paper 
baskets. 

Since SKIING gains more popularity year 
after year many stores now have a depart- 
ment that sells skiing equipment. Here is a 
rare opportunity to cash in twice on items 
sold in other parts of your store that are 
natural tie-ins with ski equipment, rather 
than to send a customer to various other 
departments where this merchandise is or- 
dinarily purchased. These extras are, tran- 
sistor radios, batteries, flashlights, camping 


equipment, cameras, binoculars, maps, books, 

phonograph records, etc. 

e Here, too, is a chance to resurrect those 
old display cases and fixtures that have 
been stored away in your warehouse. 
Get them out and begin to cover all ex- 
posed wood parts with stripped wood 
bark. Cover the floors of the cases in a 
plaid paper or cloth. 

e Cover your dressing room doors with 
bark, make a canopy using bark, and edge 
the canopy with icicles. One of your walls 
could be covered with the same plaid 
paper or cloth you are using for your 
cases, the opposite wall could be a huge 
photographic blowup of your local ski 
hide-away or a montage of several popu- 
lar ski haunts. The rear wall could have 
a pair of large skis made in scale to your 
wall, paint in your color scheme, criss- 
cross them and attach to the wall. On the 
skis, apply letters to spell out your mes- 
sage, such as the store’s name on one 
ski, and “ski headquarters” on the other. 
If your department area has columns this 
is a perfect opportunity to wrap bark 
around these columns and apply pine 
branches at top, fringed with artificial 
snow and icicles. Matter of fact here is 
where many Christmas stock items and 
props can be put to excellent use. Don’t 
forget a large bulletin board, kept up-to- 
date with news clippings of local skiing 
interest. Also post advance weather re- 
ports. 


STATEMENT REQUIRED BY THE ACT OF 

AUGUST 2%, 1 ee AS AMENDED BY THE aoe 

OF MARCH 3, 1933, JULY 2, 146 AND JUN 
11, 1960 (74 STAT. 208) SHOWING dnE 
OWNERSHIP, MANAGEMENT, 
AND CIRCULATION OF 
DISPLAY WORLD, published monthly at Cincin- 
nati, Ohio, for October 1, 1961. 

1. The names and addresses of the publisher, 
editor, managing editor, and business managers 
are: Publisher, The - ie Publishing Co., 407 
Gilbert Ave., Cincinnati Ohio; editor, Paul T. 
Knapp, 407 Gilbert Ave., Constants 1, Ohio; man- 
aging editor, Nathan Silverblatt, 407 Gilbert Ave., 
Cincinnati 1, Ohio; business manager, a 
Silverblatt, 407 Gilbert Ave., Cincinnati 1, 

2. The owner is: (if owned by a cocnenetion. its 
name and address must be stated and also imme- 
diately thereunder the names and addresses of 
stockholders owning or holding 1 per cent or more 
of total amount of stock. If not owned by a cor- 
poration, the names and addresses of the indi- 
vidual owners must be given. If owned by a part- 
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ties in a capacity other than that of a bona fide 
owner. 
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12 months preceding the date shown above was: 
(This information is required by the act of June 
11, 1960 to be included in all statements regardless 
of frequency of issue.) 13,000. 

NATHAN SIL VERBLATT, Bus. Mer. 

Sworn to and subscribed before me this 22nd day 


of September, 1961. 
DONALD E. STONE 
Notary Public, Hamilton County, Ohio. 
(My commission expires April 2, 1964.) 
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STUDY 
WINDOW DISPLAY 


AT HOME 
Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School highly recom- 
mended and established in 1905. 
The KOESTER SCHOOL 
Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 14, Illinois 








Wanted: Display Man 
In Tucson, Arizona 


Window and interior display 
mgr. for Junior Dept. Stores. 
Must be experienced, be able to 
make show card lettering. Full 
time work. Steady. New sub- 
urban stores. Write qualifica- 
tions and salary. 


SACCANIS 


3370 S. Sixth 
Tucson, Arizona 


RARE OPPORTUNITY FOR TOP 
DISPLAY DESIGNER 


To one with proper background in designing 
displays for the country’s finest stores, we can 
offer a situation with a great future in a 
company that is one of the best known in the 
industry. Good starting salary. Please give 
full information, references, salary require- 


ments, etc., in first letter. 


Address BOX 11FG 
Care of DISPLAY WORLD 


DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 
Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 
316 West 57th Street 
New York City 19 
PL 7-0064 














USE THE 

OPPORTUNITY 

EXCHANGE 

For... 

e Salesmen Wanted 
e Plants for Sale 
e Surplus Material 
e Designers Wanted 
e Position Wanted 
e Men Wanted 


SALESMEN WANTED 


New and different line of blowups (original de- 
signs), novelties, imports, foliage, papier mache 
and rubber for top display clientele. Excellent 
commissions; protected territory. Can be handled 
with a major display line. Replies confidential. 


Address BOX 11GH 
Care of DISPLAY WORLD 


Salesman Wanted 


Southern territory open for 
qualified Salesman. Must be 
able to give complete coverage 
through each season and have 
good following in the South. 
For details, please write to: 


Gordon Keith Originals 


553 Wager St., Columbus, Ohio 
SPRING MARKET WEEK—tTrade 
Show Bldg., Room 210. 

(No jobbers, please) 














Display Construction Carpenter 
And Helper 
Available in New York City Area, 
for evenings and weekends. Will 
freelance in your shop or at in- 
stallation. 2) yrs. exp. Exhibits, 
Dept. and Chain Stores. Work by 
hour or piece. Phone: L. W. at 
Fl. 9-5669 or BOX I1DE, Care of 
DISPLAY WORLD. 


SALES REPRESENTATIVE WANTED 
with Dept. Store and Specialty Store Following for 
South-Eastern and South-Western States 
by well established Manufacturer of Display Units 
and Novelties of Original Design and Complete 
Line of Decorative Foliage. No objection to non- 
competitive line. State experience and particulars. 


Address BOX 11CD 
Care of DISPLAY WORLD 


FOR SALE 


Steiff Display Animals 
25% Off Cost Price 
Elephant, Giraffe, Dog, Kanga- 
roo, Lion, Pony, Tiger, Lioness, 
Dinosaur. Suitable for Year 
Round Store or Window Dis- 
plays. Pictures and Price will 
be sent on request. F..OB. 
Utica, N. Y. 


Playworld Toy Shop 


119 Columbia Street 
Utica, N. Y 











POSITION WANTED 
Display manager with 9 years’ ex: 
erience. Presently employed by a 
arge department store. Seeking 
new position. For complete informa- 
tion write: 


Address BOX 11EF 
Care of DISPLAY WORLD 














MUST SELL 
Large inventory of Hong Kong’s 
Finest Quality 
PLASTIC FLOWERS 
Over 100 different items. Write for 
inventory list and prices. FLORAL 
SERVICE, INC., Box 901, Sta. A., 
San Mateo, Calif. 








WANTED 
EXPERIENCED DISPLAY DESIGNER 


by a top flight manufacturer of foliage—props— 
novelties, located within easy commuting distance 
of New York. Salary commensurate with ability 


and experience. This is a permanent position 
with a well established house. All replies strictly 
confidential. 

Address BOX 11HI 


Care of DISPLAY WORLD 





CLOSE-OUT! 1.000 Strings of 30 ft. 
Plastic pennants, 39c each. Sell to 
car lots, builders, realtors, drive- 
ins, shopping centers, etc. Minimum 
1 dozen, cash with order. Add 5c ea. 
string for postage. 
PETERSON’S ADVERTISING 

218 S. 2nd Street Dundee, Ill. 














ADDITIONAL 
OPPORTUNITY 
EXCHANGE 
ADS WILL BE FOUND 
ON PAGE 64 
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EXPERIENCED SALESMEN WANTED 
Three excellent territories open for exclusive line of artificial flowers, qgoen id and set pieces designed, 
manufactured in and shipped from Cincinnati. Spring 1962 line practically read 
@ CALIFORNIA AREA INCLUDING NEVADA AND ARIZONA 
@ MINNESOTA, WISCONSIN AND IOWA AREA 
. WASHINGTON, PENNSYLVANIA AND NEW YORK AREA 
Salesmen with present following desired. Non-conflicting lines permissible. Write to: 


GENERAL DISPLAY CORP., 25 Opera Place, Cincinnati 2, Ohio 


Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.0O.B. New 
York. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 











WANTED POSITION WANTED 
COMMISSION SALESMAN 35 years’ experience in all phases wee pe tions 
Northeast and Canada. High fash of Display Industry—Selling, Pur- 
yn foliage & novelties. CUnly sales- chasing, Designing. Want selling ed . Desi 1j 
man with 10 llowing considered. position inside New York area. pees coast to coast. SSses qua ity 
Non-conflicting line ok. JULIUS POLACK sideline. Samples ae 

Address BOX 11AB 2141 Holland Avenue Address BOX 1 

Care of DISPLAY WORLD Bronx, New York 62, N. Y. Care of DISPLAY WORL D 


Experienced salesman—good follow- 
ing covers display and florist job- 




















USE THE OPPORTUNITY EX- 
CHANGE FOR: Positions Vacant, 
Positions Wanted, Jobbers Wanted, 
For Sale, Lines Wanted, Used 
Material. Only $5.00 per Column 
Inch remittance with order. Forms 
close on 5th of month. 











ace of the finest display promotions of 
fall fashions conducted annually is that of 
Frederick & Nelson’s, Seattle, under the title 
of August Open House. This year Display 
Director Joseph T. Sjursen tied-in with the 
Century 21 Exposition, Seattle’s 1962 world’s 
fair, and the color of blue inspired by the 
fair’s symbol. 

Shown here is the main fashion corner 
window, one of several photos of the promo- 
tion received from Mr. Sjursen during Sep- 
tember. It was selected as Display of the 
Month by the editorial staff of DISPLAY 
WORLD. 


In this display as well as many others in 
the series, simple sketches of scenes asso- 
ciated with the fair were drawn on the back- 
ground. A working fountain sprayed into 
the air from the center of the window, sur- 
rounded by tall carnations. Other clusters 
of carnations and saplings completed the 
scene. All members of the family were rep- 
resented by the figures in the display. 


Mr. Sjursen will receive a Gold Medal to 
add to his already extensive collection of 
past accomplishments. 


Rules for the 1961 annual contest are the 
same as for 1960, with the same categories 
again making it possible for displays of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 
in each category win gold, silver and bronze 
medals respectively, and the displaymen 
amassing the most cumulative points (three 
for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 
Send your entries to Contest Editor, DIS- 
PLAY WORLD, Cincinnati 1, Ohio. 
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Answers a long-felt need-- 
For those really long pennants and streamers 


Here’s the long and short of it: The new Showcard Machine 
“LONG-MASTER” is long in everything but price! 

It’s a specialized compromise between width and length 
... Offers you a machine which, without undue expense, 
prints cards, streamers, pennants and the like up to a full 
45” in width. It can take over a lot of your standard sign 
jobs, too. 

There’s not the slightest compromise in quality, or speed, 
or ease of operation. The LONG-MASTER has the Show- 
card fast type-setting method which handles one-of-a-kind 
sign jobs in minutes; the automatic inking unit which turns 
out multiple sign jobs in record time; the complete freedom 
of layout, and type faces; the roller-lifting handle toggle 
that prevents blurring and smudging; the silk-smooth, .tank- 
tough construction that is guaranteed for a full five years. 

It’s fresh evidence of the fact that the Showcard 
Machine line-up offers a practical, dependable, 
economical answer for every sign-making need. 


THE SHOWCARD MACHINE CO., 320 W. OHIO ST., CHICAGO 10, ILL. 
Display Room: Chicago Merchandise Mart, Suite 928-C 





lo let our customers know that we 
are again distributing 


GeieNSinG 


COLLOID TREATED FABRIC 


FREE OFFER 


When ordering CELASTIC, tell us you saw our adver- 
ment in DISPLAY WORLD and we will send you Free 
a Five-Gallon Drum of BW 4 Star Softener with every 
25-Yard Full-Width Order, thin, medium or heavy. 


CELASTIC thin weight- 
Full width $2.06 yd. 


CELASTI . Medium weight— 
Full width $2.40 yd. 


For indoor and outdoor spectaculars . . . 
cuts production time and cost... it’s light- 


weight, unbreakable and weatherproof. 


BUY DIRECT AND SAVE! 


ORIGINAL DISTRIBUTORS OF COLLOID-TREATED FABRICS FOR DISPLAY USE 


*® T. M. American Cyanamid Company. 
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